














Sell Easier 


BECAUSE 


—they are the choice of the professional 
ball player 


—they are nationally advertised to boys 
and men 


—they have beén standard wherever base- 
ball is played for 50 years. 


Finish 


whieh is a feature of Louisville 


natural increases 
t of A bat only a frac- 
ioe thee Se aces ood LOU GEHRIG 
and driving power—does not sting Star Slugger of the 
the hands. New York Yankees 
Sell the Leader and save Sales always uses the 


“Louisville Slugger” bat 


HILLERICH & BRADSBY CO. 


INCORPORATED 


LOUISVILLE 
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6 Popular 
Assortments 


One of these assortments will 
fill the needs of your locality. 


Assortment No. 1 
(7 reels) 
175 ft. No. 2/0 TensoSRP* 
125 ft. No. 3/0 Lock Link SRP 
200ft. No.3 TensoSRP 
75 ft. No. 2/0 Machine BRT 

100 ft. No. 80 Sash Chain SRP j 
200 ft. No. 0 Brass Safety j 
200 ft. No. 16 Double Jack SRP y 


Assortment No. 2 
 reeis) 
175 ft. No. 2/0 TensoSRP 
125 ft. No. 3/0 Lock Link SRP 
8 75 ft. No. 2/0 Machine BRT 
4 75 ft. No. 2/0 Elwel Coil BRT 
@ 250 ft. No. 80 Sash SRP 
250 ft. No. 100 Sash Coppered 


Assortment No. 3 
(5 reels) 
mag 175 ft. No. 2/0 TensoSRP 
ma 125 ft. No. 3/0 Lock Link SRP 
wal 150 ft. No. 2/0 Passing Link BRT 
ign 75 ft. No. 2/0 Machine BRT 
Nf, 250 ft. No. 80 Sash Coppered 


Assoriment No. 4 

(4 reels) 
175 ft. No. 2/0 TensoSRP 
150 ft. No. 6 Pump Hot Galv. 
150 ft. No. 2/0 Elwel WellSRP 
4g 500 ft. No. 100 Sash Coppered 





Most of your customers know that they want chain 
—but they haven’t the least idea what size or style. ~ 
Put one or two of these displays where the customers 
can see and handle the chain. Then reel off the 
length they want. 





Assortment No. 5 

" (4 reels) 

fa 175 ft. No. 2/0 TensoSRP 

125 ft. No. 3/0 Lock Link SRP 
250 ft. No. 1 TensoSRP 

350 ft. No. 4 TensoSRP 











Assortment No. 6 
i (4 reels) 
525 ft. (3 reels) No72/0 Tenso 






A variety of different chains can be displayed as well 
as sold from this compact rack. The floor stand re- 
quires only 1-2/3 square feet of 
floor space. 







SRP 
250 ft. (1 reel) No. 1 TensoSRP 
*SRP is cold galvanized 
/ 
























The same assortments are also 
available for the ACCO Table Dis- 
play, which is also built to 
N.R.H.A. specifications. | The 
Table Display requires less than 
1-1/3 square feet of table space. 


Your jobber can furnish ACCO 
Chain Racks with any assortment 
of chains you wish. 


AMERICAN CHAIN COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT 


WORLD’S LARGEST MANUFACTURERS OF WELDED AND WELDLESS CHAIN 


é 
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HARDWARE AGE, published every week by the JRON AGE PUBLISHING CO., Division of United Business Publishers, Inc., 239 West 39th Street, New 
York, N. Y., U. S. A. Established 1855. Entered as second class matter May 22, 1913, at the Post Office at New York, under the Act of March 3, 1879. 
(Printed in U. S. A.) $1.00 per year. Single copies lic. each. Vol. 129, No. 13. 
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THE FINEST TOASTER 





NOW 


Ae 


LIST 


A VALUE THAT WILL HELP REVIVE TRADE. 
THOUSANDS OF THESE TOASTERS HAVE BEEN 
SOLD AT TEN DOLLARS 





Old English pattern, authentically embossed 
and with feet and handles of antique Ivoroy, 
this toaster is an aristocrat among the many 
excellent “turn-easies.” It is finished with 
the brilliant Blue Diamond chromium plate 
that is exclusive with UNIVERSAL appliances. 











Its rare beauty and low price combine to make 
sales. You could not employ a few square 
inches more profitably than to devote it to a 








e ° e ° H i f 
display of this handsome electric appliance. ba dasnay Aon rt on a 


transparent sheet mica, securely sup- 
ported by a core of cold rolled steel. 


Heavily wired below, this element 
presents an even heat from bottom 
to top and toasts with perfect uni- 
formity. 


THE TRADE MARK KNOWN IN EVERY HOME 


LANDERS, FRARY & CLARK 


NEW BRITAIN - - . ; . - CONNECTICUT 
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ing RURAL HOMEMAKERS 


aC High-Power performance 










PERFECTION ADVISORY COUNCIL 
OF LEADING FARM HOMEMAKERS 


, ' 
These busy women gave their time to I 



























setve as our Advisory Council. After 
three days’ study of Hig zh-Power oN 
burners, including cooking tests by each bu ld 
member of the ( ‘they selected CW urner a 
from seven H ver range models 
No. R-6! t r “First Choice” i 
: 2 
) and economy 
Mes. PF. ©. Bledsoe 
Mrs : apable inte 
Y hosen to 
rural lead 
ently fo 
tates they 
perience 
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Perfect 


















Above is a reduced 
reproduction of 


part of one of the 
Ads in the 1932 










campaign. 

Only the marvelous HIGH-POWER Burner will give 

the results obtained by the Perfection Advisory 

Council. Boils two quarts water in less than nine 

minutes from striking of match. Steady heat. Clean. 
FIRST CHOICE Range é h i te 
No. R-619, shown here, i Greater convenience. The greatest improvement i 
is the Council's “First | oil stoves in 25 years. See the Score Card. Women 
al ee a aren. everywhere will use this card when buying oil stoves. 


PERFECTION aera 
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help you to increg Se 






















: 
| OIL STOVE PROFITS! 
| 
: The Choice of the Leading Farm 
\ Homemakers will be Your Customers’ i SCORE CARD 
ew, kitche 
Choice... Prepare NOW to supply it only in | ey vantages lotnd 












Profit to dealers was uppermost in mind when Perfection 
brought out the marvelous HIGH-POWER burners last year 
at no increase in price. And now comes the most powerful 
advertising and merchandising campaign ever provided to 
aid oil stove dealers. It has been planned with the specific 
purpose of helping the small retailer as well as those ac}, 













t aft: heat 
EASy 4 1 ing, 
wide range TU LATION— Cho, 
with perfect ice of 

Control], 
























































customed to greater volume. Sarery— Flame : 
Usted. Boj remain 

Women Select Two Leaders forYou os ilovers never “fiat a8 
Sixteen leading farm homemakers from sixteen states came heat ove M. EAT—Eve 
to the Perfection factory to study the stoves with the new ‘re bottoms of p abread of 
HIGH-POWER burners. They formed the Perfection Advisory SLEANLINEss_ 
Council. They watched Perfection stoves being made. They igh-Power Complete. 8°°t or og 

npar ‘with their own stoves. They put the stoves ECon . - > ©Ombustign’ 

through the most severe cooking tests. And every one was ating costs Durability, 


’ Saving fugooks the m 





ed at the increased speed and convenience of the new 


i Oper. 
burners. mute you light 














‘And ... most important to you ... they selected one range 
with built-in oven and one stove for use with a portable 
oven. These two models, pronounced ideal for farm use, will 
be featured in this year’s big advertising campaign. More 
than fifty million messages ... including one and two- 
page sizes...in magazines and farm papers, will tell about 
the stoves chosen by this Advisory Council. 


Get This Business! 


Many housewives in YOUR neighborhood will want to see _ FIRST CHOICE Stove 
the stoves that were the choice of these prominent home- The Council's “First 
makers. Will they come to YOUR store, or drive to another Choice’’Stove for use 
one? Make the most of this opportunity. We have made it with portableovenis | 
easy for you to tie-in with this great campaign. cat teatanennns 

























Display constantly at least the First Choice range and the 
First Choice stove. Show them in your windows. Give burning _ 
demonstrations. Check your stock NOW. If you haven't 
these two models, order today. Be prepared to supply other 
models. Get this business! 








Perfection-made oil stoves and 
PERFECTION STOVE COMPANY heaters are sold only through 

7639-L Platt Ave. Cleveland, Ohio retail dealers, not through | 
mail-order houses. 


TOVES“¢RANGES 
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\ MAZDA LAMPS | 





Why hardware dealers find it profitable 
to sell Edison MAZDA LAMPS 


1. Public acceptance means quick sales and low cost sales. As one 
hardware dealer puts it, “When a customer comes in he sees our lamp dis- 
play and buys Edison Mazpa lamps without argument. He accepts them 

as standard.” Salesmanship can be used effectively to increase the volume, 
but you don’t have to practice salesmanship to secure acceptance of the 





me cern amen samme roe 


Quality. The public already knows about it. 





OOD LIGHT re BASH oe 2. Easiest line to sell. Everybody needs lamps! Everyone accepts 
E : General Electric Quality. Millions spent in research guard and improve 
the quality. Millions spent in advertising—over $1,000,000 spent in 1932 


| 


s 


| 
te 


pea cae lea alone, in magazines, and a 56-station coast-to-coast N. B. C. network of 
Advertising! Pages like ’ ’ 
this—multiplied by millions radio stations, tell the public about the quality of Edison Mazpa lamps 
—build public acceptance. = 
made by General Electric. 

3. Lamp Sales Create Sales of other Merchandise. Every dealer 
who uses our lamp display service knows by experience that it sells lamps. 
Effective displays ereate customers who come in to buy lamps, but who 
also buy hardware and other items. 


And from General Electric's lamp headquarters at Nela Park comes not 
only a continuous flow of practical display ideas and material, but a steady 
current of tested sales ideas for the benefit of the dealer. 


The better informed you and your clerks are about lamps—what lamps 
to use, what size and where to use them—the more you make yourselves,an 
authority on good lighting, the more Edison Mazpa lamps you will sell. 





Get in touch with your supplier or write direct to General Electric Com- 


Selling Helps! Colorful, 





fauteat” the tabetenk: pany, Nela Park, Cleveland, Ohio. ~- attrastive Béison lamp 
dl displays catc the eye 
the whole world knows. and make sales. , 


EDISON MAZDA LAMPS 


GENERAL ELECTRIC 
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-(edar offers 


a *§95 standard value which you sell for 


thik 


..and make your regular profit! 


A Splendid Item for 
TABLE DISPLAY 


during House Cleaning Season 








Each O-Cedar House Cleaning Spe- 
cial is packed in an individual display 
carton—shipped 12 to the case. 
Each set consists of: 


1—4. oz. bottle 
3 O-Cedar Polish . * .30 
: 1—No. 15 O-Cedar Polish 
Mop or No. 16 | ; 
O-Cedar Dust Mop Py 65) Ca ips, 
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Regular retail value #1.05 


These sets cost you only $6.40 per 
dozen. You feature them at 79c each 
and make your regular profit! 

This offer is for a limited time 
only. Order through your jobber at 
once. Specify choice of Polish Mop 
or Dust Mop Sets. 


Gisr Grp 
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4501 So. Western Boulevard 
CHICAGO, ILLINOIS 











Rarely on the P antry Shelf | 
... Never Long on yours 


E christened it the “Pyrex Tea- 

pot.” Introduced it a few months 
ago. Almost overnight it became a 
“‘best seller.” 

Dealers everywhere reported intense 
interest wherever this novel teapot 
was displayed. Women had never seen 
anything like it. Nor found anything 
more practical. Here was a teapot 
with no spout to clean — or break, and 
with a bowl that could be replaced for a 
fraction of the cost of the whole teapot. 


Many women liked the Pyrex Tea- 
pot so well they didn’t stop at using 
it for tea. They found this sparkling 
glass globe perfect for serving coffee, 
cocoa and all iced drinks. And now, 
tea-time or not, their Pyrex Teapots 
are always too busy to stay long on 
the pantry shelf. 

When women find new uses. . . sales 
keep going up. So we are advertising 
their discoveries this month . . . and 
several months to come. The nation- 
ally read magazines: Woman’s Home 
Companion, Ladies’ Home Journal, 
Good Housekeeping, McCall’s, De- 
lineator, Better Homes & Gardens, 
Farmer’s Wife and American Cookery 
are on the job. They will show millions 
of new customers the extra reasons 
why they need this ever-busy teapot. 
Better put some of the new Pyrex Teapots 
on display. Order No. 44 teapot — packed 
12 to the case, with an attractive display 
card included. Retail price $2.75, trade 
price $1.83. Glass parts only can be bought 
separately for replacements. 








“‘Pyrex’’ is the registered trade-mark 
of Corning Glass Works and indicates 
their brand of resistant glass. Prices 
slightly higher in the West and Canada. 


PYREX Ovenware 


CORNING GLASS WORKS ........4 6. . CORNING, N. Y. 
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A DUAL OPPORTUNITY FOR PROFIT IN 





| THE REFRIGERATOR LINE 
THAT HAS CAPTURED AMERICA 


Sell the ONLY refrigerator in America that is 
completely automatic under all conditions . . . 
the ONLY one that affords all the features 
demanded by modern buyers PLUS the extra 
value of dual-automatic operation. Here’s a 
complete line of thirteen handsome models 
that has already won public preference. It’s 
backed by a concern whose name is a guarantee 
to millions... and supported by a smash- 
ing national advertising campaign reaching 
20,000,000 homes every month PLUS gener- 
ous local advertising and sales co-operation. 


models 
Micarta 
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Westinghouse Dual-automatic 
Water Coolers now double 
sales opportunities for West- 
inghouse dealers. There are 
four strikingly - designed 
with black 





Chromium - trim 


WESTINGHOUSE 
Refrigeration Department 





THE MOST BEAUTIFUL: LINE OF 
WATER COOLERS IN THE WORLD 


bottle and pressure types . . . 
two with lock-compartments 
for bottled beverages. There is 
also an industrial model of 
attractive design. Write, 
wire or telephone for full 
details about our power- 
ful sales promotion plan. 


ELECTRIC & MANUFACTURING COMPANY 
Desk 1003 - Mansfield, Ohio la 
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of Standardized Mechanical Rubber Goods 


The Boston Line of Garden Hose 
A Standard Brand for Every Need 








Good Luck Hose Washers sell for 
10c. a package, showing you a 
splendid profit. Two gross (24 
eartons) in display container as 
shown. 
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Wb BOS] The most imitated nozzle on Ps 
NOZZLE . the market. Never equalled in a 

: quality. Each nozzle packed a 

in a separate carton. 12 car- ke 

tons in full color lithographed iw 

display package. The fastest & 

selling nozzle in the word. y 


BOSTON NOZZILI 
PERFECT SPRAY Nozate € 
SION WOVEN HOSE & RU 
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Known everywhere by 
name and recognized as 
the standard friction tape 





a 














of the country. Nation- #9 (22300 
ally advertised. In 1, 2, 3 ITHOLDS fe 
4 and 8 ounce rolls; in ¥ 
full color cartons all a 
packed in handsome full Be 
color display containers. 

a 


ARTEL 


BOSTON WOVEN HOSE & RUBBER CO. 


Makers of Quality Rubber Goods for Fifty Years 


Works: Cambridge, Massachusetts Postal Address Box 5077, Boston, Massachusetts 
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The market for Nicholson 
Files is almost as broad as the 
sky. At some time or other 
practically every one is a pos- 
sible customer for Nicholson 
Files. 


It is the purpose of Nicholson 
File Advertising to register 
with the most profitable cus- 
tomers of hardware dealers 
the greatest number of times. 


To this end markets are 
thoroughly studied, publica- 


NICHOLSON FILE COMPANY 
Providence, R.1., U.S.A. 


MOL So 
SSe% 
USA. 
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tions carefully selected. Then 


Nicholson File Advertising is 
prepared to get the attention 
of these markets — the home 
file user, the carpenter, the 
lumberman, the farmer—and 
the industrial buyer of files. 


Nicholson File Advertising is 
now appearing in newspapers, 
national magazines, the tech- 
nical and industrial press. It 
is registering hits by the 
thousands. It is creating profit 
for you. At your jobber’s. 



















— 


~—% 


— " 
ce 


NEW 


No. 150 }, No. 101 # No. 100 


TI | z 
$1.29 || $1.15 , $1.00 





Be Ready With the EVEREDY Line 


ON’T be caught short when the home bottling make a hit in warm weather. The 








season starts the big stampede of thirsty cus- improved Everedy Syphon Filter 
tomers. Everedy’s big advance sales point to the which syphons and filters in one 
biggest season in the history of the business. Check quick, easy operation. The Everedy 
up on your shelves now. Stock up with the new Everedy high speed Sugar Meter, which 
Capper line. New features, new improve- : does away with slow, 






sticky hand measuring. 
The Everedy Jelly Strainer, 
that, sells fast during the oo 40 gf 
preserving season. These 

Everedy products sell fast—particularly if you 


ments—they’ll make the old cash register 
work overtime. @ There are Everedy Cappers 
to suit every choice. Prices to suit every purse. 
And the trade prices to you 
















give you a real profit on 





every sale. Our star act, the display them at the proper season. They’ll 


new Gear Top Special, is a miLy help you make up for lost volume and profits 
P °P STRAINER P P Pp. 





gem to handle. It has IT, on staple hardware lines. @ Get in touch.with 
made with a new indestructible U- your jobber right away about replenishing your 
Beam steel post. It almost sells it- Everedy stock. Or write to us for complete descrip- 
SYPHON self. @ Then there are those other tive literature. Now’s the time to cash in on the big- 
FILTER money-making Everedy items that gest sales-getters since bottles decided to wear caps! 





a EVEREDY co. @ 


FREDERICK @¢ MARYLAND 
Everedy Products are Sold by Leading Jobbers Everywhere Prices slightly bigher in Far West and Canada 
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What 


Powered for the TROPICS 


means to the dealer 
and the user 


You've seen Norge advertised as ‘“‘Powered for the 
Tropics” . .. the phrase is full of meaning for the Norge 
Rollator Refrigeration Dealer and for the user. 

In the Norge factory, Hot Room Tests are made in 
a room heated to 120° Fahrenheit. Every Norge must 
be able to refrigerate and make ice in this torrid zone 
temperature. 

The extra cooling power of Norge results from the use 
of the Rollator ... the original and exclusive Norge 
Mechanism which is big enough to do the job. 

Norge makes more cold than will ever be needed from 
day to day in the kitchen. .. but that extra power comes 
to the user in terms of unwavering refrigeration ... power 
to meet all emergencies and a surplus for long life... 
more years of Norge usefulness. 

Actual user satisfaction has brought about the enor- 
mous popularity of Norge. It brings additional sales to 
the Norge dealer from friends of Norge users... it sim- 
plifies selling and cuts selling costs. 

The direct benefit of Norge power to the dealer is the 
service free feature of the mechanism. The Rollator has 
only three moving parts revolving in a permanent bath 
of protective oil, under pressure. There are few requests 
for service fr6m Norge users...the service that is re- 
quired is simple and represents a minimum of cost. 

With Norge the dealer keeps what he makes. . . his 
profit does not dissolve in excessive service calls. 

With the Norge Merchandising Plan, the Norge Ad- 
vertising Program and the Extra Cooling Power of Norge 
the Rollator Refrigeration dealer is sitting pretty! 


@® THE ROLLATOR-—A roller 
rolls and there’s ice... the action of 

the Norge Rollator is just as smooth 

and simple as that. It’s extra pow- : 


ered ...simple...service free... al- 


most everlasting. 
Oorledler ; y 


NorGE CorPORATION, 656 EAST WOODBRIDGE STREET, DETROIT, MICHIGAN 
OF THE 








NORGE CORPORATION I8 A DIVISION OF BORG-WARNER CORPORATION, ONE 
WORLD'S LARGEST MAKERS OF PRECISION PARTS, INCLUDING AUTOMOTIVE FREE WHEELING 
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PURCHASES are ; 
PROFIT MAKERS Pear 


MOUTH THE NEWEST SHAPE 
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|) GRANITE [ 
| SS) || ENAMELED | 
| BEAUTIFUL,PRACTICAL.BELL BOTTOM ( WARE c, 5 


® - 


PRESERVO PANS FOR REFRIGER- 
ATORS ARE BIG SELLERS 







, 


FOR RAPID PERCOLATING 















THE three Royal Enameled Ware lines 


give full range of choice for any taste 
and need—all under one brand, so much 
so, that many dealers having standard- 
ized their stocks with these three lines, 

papal | have experienced fine repeat business 
Fo eee PEPPORTING EARS PF —and that means profits as women com- 
Ee eT eee plete their sets .€ Ask your jobber 
| about them. Write us for Catalog 
No. 55. It's just off the press. Shows the 
Royal lines and complete Nescoweare. 





National Enameling & Stamping Co. Inc 


Executive Offices; 270 NORTH TWELFTH STREET, MILWAUKEE, WISCONSIN 


Factories and Branches: 
MILWAUKEE NEW YORK BALTIMORE GRANITE CITY NEW ORLEANS 
STRUCTURAL DESIGN 
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E-5105 Right Hand Drainboard, Left Hand Sink 


[Remodeling Time is Here! 


New PLUMBING FIXTURES for OLD E-5107 Left Hand Drainboard, Right Hand Sink 
» » » » A Big Market FOR HARDWARE DEALERS 


Ricur in your own neighborhood are old- tractive colors, modern design—no price pre- 





fashioned flat rim sinks and roll rim sinks with mium. ¢*° Many hardware dealers are enjoying 
separate drainboards, that have seen plenty of good saleson MIRARD Plumbing Fixtures with- 
service and are just waiting to be replaced with a out carrying a large stock. Their hardware job- 
new one-piece HUMPHR YES MIRARD Kitchen ber supplies them as they sell. The installation of 
Sink, «© MIRARD is the Hardware Indus- a model Kitchen and Bathroom has enabled 
try’s own line of Plumbing Fixtures. It is them not only to sell Plumbing Fixtures, 


non-technical and easy to sell. In develop- 18 8 2 but many other kindred items that go with 
ing this line of Plumbing Fixtures, the SO years the bathrogm and kitchen. + Investigate 
fifty-year old Humphryes Manufacturing OF HUMPHRYES MIRARD Plumbing Fix- 
Company has kept the product instep with PROGRESS tures today—a big market with a real op- 
today’s hardware selling demands—at- 1 _9 3.2 portunity for profit. Use the coupon below. 


THE HUMPHRYES MANUFACTURING COMPANY, Aaxsficld, Ohio 
i __ 


THE HUMPHRYES MANUFACTURING CO., 
T ISN'T necessary to know a Mansfield, Ohio. 
lot of plumbing terms to order 
HUMPHRYES MIRARD Plumb- 


Please send me one of your easy-to-use catalogs. 

















ing Fixtures—just order by num- oy aoe Oe ee i ae 23 rs 
ber. And the Humphryes Mer- 
chandising Plan will make their ee co 
sale easy. Mail the coupon today. State rad alll tniaaiialetcii 
Jobber___ es a 
A SS RE SSE RRRRESREAS 
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You have some powerful influences in your 
favor when you are selling the 


American Kitchenkook: 


1. You are selling the fastest type of cooking equipment in the world— 
bar none. ; . 


2. You are selling a cook stove that is as cheap to operate as any that 
money can buy. 


3. You are selling a stove that is approved for safety by the highest 
authority in the land, the Underwriters’ Laboratories. 


4. You are selling a stove that gives satisfaction to its users. More than 
merely satisfied with the stove, KITCHENKOOK users are enthusiastic 
boosters for it. If you have sold many KITCHENKOOKS, you know this. 
If not, let us cite you to hundreds of unsolicited testimonial letters to 
prove it. 

5. You are selling a stove that is backed up by national advertising 
which covers the U. S. farm market like a blanket. KITCHENKOOKS 
are advertised with large space in a list of national farm and small town 
magazines whose combined circulation in almost every county is greater 
than the number of farm homes in that county. This means greater 
consumer acceptance, makes the KITCHENKOOK the easier stove to sell 
with quick turnover and high profit. 


AMERICAN GAS MACHINE CoO., INC. 


ALBERT LEA, MINN. 
BROOKLYN, N. Y. OAKLAND, CAL. { 
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One of the world’s largest manufacturers of hardware asks this question: 


Who profits by the use of 


STEEL LOCK SEIS"? 


TL. UL LA 


THE OWNER?..... . NOL 












































THE BUILDER?..... .NO 
THE RETAILER?..... .NO 














THE MANUFACTURE 


and adds this bit of sound advice: 


SELL BRASS AND BRONZE HARDWARE 
—to everybody's profit 


The modern trend is strongly toward solid brass and bronze hardware. 






































Architects specify, and home owners demand, this permanent equipment 
that cannot rust, and that adds so much to a home. There is real money for 
every alert dealer who meets this demand. Write for our illustrated booklets 
showing some of the many attractive designs now available in solid brass 
and bronze hardware and lighting fixtures—it will pay you to stock and sell 





these exceedingly popular products of solid Brass and Bronze. 


CopPER & BRASS 


RESEARCH ASSOCIATION 
25 Broadway, New York 


TIME HAS PROVED THE SERVICE OF COPPER, BRASS AND BRONZE 
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ARE THE HOUSEWIVES OF 
BROWNVILLE 

WELL ACQUAINTED WITH 
YOUR STORE? 


Don't neglect the fact that the women of your town and every town are 
increasingly important customers. More and more of the purchases for 
“Home Use” are their exclusive province. Shopping with them is a 
business, and the more pleasurable it can be made the more it attracts 
them to your store. 


Housefurnishings Pay When They are Actively — 
Merchandised 


It has been conservatively estimated that America will spend nine hun- 
dred million dollars for housefurnishings during the present year. This 
amount will be spent in the lines that are applicable to your store and 
your trade. These facts behoove you to give particular attention to 
these lines. 


With the women of the nation holding the purse strings, the enterpris- 
ing merchants are taking the ladies into consideration. Housefurnish- 
ings, well displayed and stimulated by advertising, mean increased store 
traffic, larger sales, and profits safe in the bank. 


Watch the Housefurnishings issue each month in HARDWARE AGE for 
the live articles on Housefurnishings. They are filled with profitable 
ideas. 
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U. S. 
SINK SHAPE 
KITCHENETTE DISH PAN 








3 COLORS 
U. S. White Granite 


Ivory — Green Trim 


Green —Black Trim 


RETAILS $1.00 


SIZE 1624” x 10%" x 444" DEEP—THE HANDY KITCHENETTE PAN FOR MANY USES 
FITS THE SINK CONTOUR 


This New Oblong Sink Shape Dish Pan is built to 
fit the sink and is scientifically made to lessen 
breaking and chipping of dishes. 


It is an ideal Roaster for a large chicken or small 


turkey. Will hold four loaves of bread for baking. 


Note the convenient grip on each end with hole 
for hanging. Proclaimed by housewives to be the 
most convenient size and style ever made. 


A new idea that lessens an old drudgery. Order 
enough to take care of the popular demand. 


Packed 35 dozen Assorted Colors in 
Shipping Carton. Weight per carton 


23 pounds. 


4 only No. 16 Kitchenette Dish Pans White Granite 
4 only No. 16 Kitchenette Dish Pans U. S. Ivory 
4 only No. 16 Kitchenette Dish Pans Spray Green 


ASK YOUR JOBBER 


UNITED STATES STAMPING CO. 


Quality Enameled Ware 
MOUNDSVILLE, WEST VIRGINIA 


MARCH 31, 1932 
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WORTH SHOWING! 


This little fisherman is proud of his 
catch and well he may be. Another 
catch that the owner was proud of, 
was made at the Kensico Reservoir 
in New York State last year. It 
was a brown trout which measured 
25 inches and weighed 7% pounds. 


That trout, like Union Hardware 
Fishing Rods and Reels may truly 
be said to be worth showing. Our 
catalog illustrates many popular 
selling patterns of Rods and Reels 
which dealers will find steady, prof- 
itable sellers. 


Your Jobber will supply you. 
Send for Catalog No. 14. 


(HAROWARE. COMPANY) 


Reg. U. S. Pat. Off. 


Established 1854 


TORRINGTON, CONN. 
New York Office: 151 Chambers St. 
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No. 5 Steel Fly Rod 























MORE PUMP 


BUSINESS! 


Satisfactory deep well pumping service depends on pump 
performance. Myers Self-Oiling Power Pumps, now at lowest 
prices in history, are original in design, refinements and con- 
pra tee They have those in-built values of experience and 

inality which entitle them to patent protection and afford 
pe usive sales opportunities and 
prestige to dealers and distribu- 
tors. 


Many of your customers will 
need new t this 
Spring. National publicity in lead- 
ing magazines has and will inform 
them of MYERS NEW REDUCED 
PRICES. They will be inquiring 
about Myers Pumps and Water 
Systems when ready to purchase. 
Are you prepared to serve this 
market? 





rs 
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Quality — Price — Service 
Make Myers Self-Oiling Power 
Pumps and Water Systems 
more attractive to the dis- 
criminating buyer. 





MYERS 
NEW 
REDUCED 
PRICES 


Are squarely in 
line with 1932 
production eco- 
nomies. They 
open the doors 
to business and 
profits for Myers 
Dealers. If you 
have not as yet 
received a copy 
of our announce- 
ment, write us 
for it. 
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He wants the hose 





with the GOLD WRAPPER 


“Which hose shall I buy... ?” 
“How much shall I pay for it...?” 


The first of these questions has been 
answered to the home gardener’s 
complete satisfaction. He wants the 
Gold Wrapped hose. Sales prove it. 
Last year was a banner year for 
Goodrich Maxecon, in spite of a tend- 
ency on the part of many home 
owners to make the old hose do a 
while longer. 

With the Gold Wrapped hose at the 
peak of its popularity, Goodrich now 
spends its advertising dollars to protect 
the profits of the dealers who helped put 
it there. 


This season we advertise Goodrich 
Maxecon garden hose at $5.50 (50 feet, 
regular 54” size, black). And thus an- 
swer the question, “How much?” in a 
manner highly satisfactory to both home 
owner and hardware dealer. 


With the price question all settled be- 
fore your customer comes into the store 
. .. with Goodrich Maxecon accepted in 
gardening circles as the standard of value 
... your selling task is greatly simplified. 

Keep a roll or two of Goodrich Maxe- 
con out where it can be seen. Point to 
the Gold Wrapper. You'll find that this 
simple gesture makes more sales than 
many a long-winded argument in behalf 
of less well-known brands. And thanks 


one Goodrich Maxecon 
GARDEN HOSE 


MARCH 31, 1932 





to the new advertised price, every sale of 
Goodrich Maxecon is a full-price, full- 
profit sale. 

Get the facts from your distributor. 
And don’t forget to ask him about Multi- 
spray, the first garden hose with built-in 
sprinklers . . . a $7.50 item with unusual 
sales appeal. If your distributor has not 
been supplied, please send the coupon for 
full details. 





H.A.M.2 
The B. F. Goodrich Rubber Company 
Akron, Ohio 
Gentlemen: Please send me more information 
about the Goodrich Multispray. 


Name 





Address 





City__ State. 





My distributor is 
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No. 15 Featherweight Trowel—SILVER STEEL 
Blade, Taper Ground, 23 x 25 gauge, smooth 
polish, Aluminum mounting makes it light, 
easy to handle; yet sturdy. Curved sanded 
handle fits working position of hand prevent- 
ing strain. For straight handle order No. 16. 


No. 10—Hard fibre rubber handle, pistol grip, 
hung low, directing force of stroke on cutting 
edge of blade. Heavy nickled frame adjust- 
able for 8 to 12 inch blades. No finer com- 
bination than the No. 10 Frame and Atkins 
SILVER STEEL Blue End Blades. 








No. 3 Nest—SILVER STEEL Nail Blade, Com- 
pass Blade and Keyhole Blade, filed and set 
ready for use. Nicely finished handle permits 3 
angle blade adjustment. Every carpenter 
should have one. 





taper ground, mirror polish, rosewood handle of Perfection 
pattern which prevents wrist strain. For skew back saws, 
this quality, order No. 400. The elite of all saws. 





No. 


regular pattern, taper ground SILVER STEEL Blade, 
exclusive Damaskeen polish, applewood handle of Perfec- 


tion 


order No. 53. Thousands of carpenters prefer these saws. 





No. 59—The Original Medium-Priced, High-Grade Saw. 
Sheffield quality steel, narrow point pattern, skew back, 
beautifully polished and etched. Beech handle, with easy 


grip. 


SAWS — TROWELS — FILES — SAW TOOLS 


No, 401—Extra High Grade; straight back, ship point pat- 
tern. 


Also made in regular pattern, SILVER STEEL 


65—High Quality Saw; straight back, also made 


pattern style. For skew back saws, this quality, 


An all around good saw. 








ARE YOU GOING TO 
MAKE MONEY THIS SPRING? 


It has come to be a widely accepted princi- 
ple of modern selling to carefully avoid 
stocking unknown brands—and _ subse- 
quently,—-practice in the field of hardware 
has proved the logic of selling standardized 
goods of World renown—such as Atkins 


SILVER STEEL Saws, Trowels, Files or 
Tools. 


The adequacy with which Atkins advertised 
products fit into the art of modern mer- 
chandising, assures the hardware merchant 
value for his money—rapid turnover and 


good profit. 


to us. 





Demand Atkins from your jobber. If he doesn’t have them, write 
We'll see that you are supplied promptly. 


Dealers who are interested in making all the 
money they can should sell Atkins stand- 
ardized line of saws, trowels, files and other 
tools. There will be building and repair 
work done this spring and you should be 
ready to meet the buyers’ requirements. 


‘Tools are worn out, carpenters and me- 


chanics will make replacements if you show 
them you have Atkins products. 


Above are a few leading Atkins SILVER 
STEEL Saws and Tools from our extensive 
It pays 
tools 


line. Stock quality merchandise. 
in the long run. Buying “cheap” 
means loss to the user. 


E. C. ATKINS ano Company 


402 So. Illinois Street eer 


irs Indianapolis, Indiana 
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Making the Front of m Store 


Pay Dividends 






By ALFRED PAULUS 


DVERTIS- 4 
Aine value 

of show 
windows is an important item in 
store overhead. In the United 
Cigar Stores, according to a state- 
ment once made by their presi- 
dent, the advertising value of the 
show windows in every store is 
equal to 70 per cent of the total 
rental cost. As a matter of fact, 
the same underlying principle 
enters into the sales picture of 
any retail store. All the available 


ondary dis- 
play niches 
in the space 
below the 
main® show 
window is 
one method. 
Obviously 
this practice 
should prove 
well worth 





space on the 
store front, 
when used 
for advertis- 
ing display, 
is a money 
making 
propo- 
sition—it 
pays divi- 
dends! 
Retail 
merchants 
here and 
there are 
putting this 
very theory 
to practice 
by utilizing 
waste space 
on their store 
fronts. Sec- 
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O assist our readers plan for 

more effective lighting, as an 

aid to increasing profitable 
sales, Harpware Ace features in 
the last issue of every month dur- 
ing 1932 a thoroughly practical 
article on lighting. Each install- 
ment will be a complete guide in 
itself. The entire series will repre- 
sent a most thorough lighting 
course for hardware men to study 
and use. With the help of lighting 
engineers of the Westinghouse 
Lamp Co. the specific recommenda- 
tions made will be put into actual 
use in several retail hardware stores, 
results will be checked and the 
changes effected by proper lighting 
explained with comparative photo- 
graphs. The series will embrace 
every phase of lighting as it affects 
profitable retail selling. Authors 
cooperating with Harpware AcE in 
this series are: J. F. O’Brien, man- 
ager advertising and sales promo- 
tion dept.; S. G. Hibben, manager 
commercial engineering dept., and 
D. W. Atwater and A. Paulus, illu- 
minating engineers, all of Westing- 
house Lamp Co. 














Second story show window of the Bruske Hardware Co., 
Saginaw, Mich., serves to catch the attention of people 


on the opposite side of the street. 


The display consists 


of large merchandise which is easily discerned from a 
distance. Dark transom abgve lower show window is 
going to waste; would make an excellent location for an 


the cost and 
effort, for 
many peo- 
ple, walking 
with down- 
cast eyes, 
would be 
more likely 
to notice a 
display at 
that level 
than one 
waist high. 
A second- 
ary window 


illuminated sign. 


in this position lends itself to the 
display of articles sold only in 
the basement store. The message 
conveyed may be tied-in with the 
bargains found in the basement, 
perhaps even arranging the actual 
display to allow a peep into the 
basement store. 

The nature of a sub show win- 
dow makes the space available 
for lighting equipment more or 
less limited. The practical way 
would be with tubular lamps 
used with a continuous trough 
reflector mounted in the upper 
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front corner of the display niche. 
‘Mazda 150 watt, T-10, tubular 
lamp, mounted on 15 to 18 inch 
centers, is recommended for ef- 
fective lighting in this style of 
wondow. 


Transoms as Mediums of 
Attraction 


In many store fronts spacious 
transoms above the show win- 
dows are of little value in their 
original function as sources of 
daylight. Especially since arti- 
ficial light is considered more 
essential for daytime illumina- 
tion in the modern store. Why 
not utilize these idle transoms in 
productive fashion? 

One method of putting the 
transom to work is to convert 
it into a sign. The prismatic 
diffusing glass panels which make 
up store front transoms are read- 
ily converted into signs. The let- 
ters of a sign might be cut from 
black cardboard and _ placed 
against the glass inside of the 
transom. Two or more show win- 
dow reflectors, depending upon 
the length of the transom, which 
would give enough light to make 
the letters of the sign stand out 
in silhouette at night. Equipped 


with 200 watt 
lamps, they 
should be 
either mounted 
on the floor or 
ceiling, which- 
ever position is 
better for illu- 
minating _ the 
rear of the 
transom 
evenly. 

Of course, 
cutout letters 
would give the 
sign little value 
during the day. 
A more effec- 
tive sign here 
would be one 
with the letters 
painted on the 
outside surface 
of the glass 
panels. Then it 
would also function during the 
day. 

Flashing colored light back of 
the transom gives powerful atten- 
tion value to a store front at 
night. The lighting might come 
from four window floodlights, 
two for one color, two for the 
other. Then, wired on flashers, 


Wide and shallow entrance admits plenty of daylight so that shoppers may see 
and congregate. Yet direct lighting store fixtures with enclosing globes of dif- 


fusing glass add helpful*illumination. 
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(Louis Hanssen’s Sons, Davenport, Iowa). 





Placing the secondary display niches under the main show 
window is a good way to convert waste space on the store 
front into advertising medium, 


the entire transom would appear 
to change from one color to an- 
other. A simple combination of 
color and motion like this could 
not help but attract attention to 
the store front. 

Even a show window in the 
transom area is_ conceivable. 
Functioning to catch the attention 
of people on the opposite side of 
the street, it would add consid- 
erable weight to the merchandis- 
ing magnetism of a store front. 
In construction and lighting it 
would conform to the recom- 
mendations for the display niche 
below the main show window. 

A show window at the second 
story level is gaining a large fol- 
lowing of late. Here, displays 
of large merchandise, which can 
be readily distinguished from 
across the street, serve to attract 
pedestrians from a distance. Also 
adding to the area of light source 
on a store front, it enlarges the 
unit attention value of that store. 
Many people will remember the 
store as the one with the show 
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Even the large entrance, having a brightly lighted island window, needs overhead illumination to remove the 


overhanging veil of darkness. 


window upstairs; result, in- 
creased identification value. 
Much like the main show win- 
dow in construction, the second 
story window should follow sim- 
ilar lighting recommendations. 
Good illumination can be had 
with standard show window re- 
flectors, equipped with 100 or 


150 watt Mazda lamps, mounted 
on 12 to 15 inch centers. 


Entrance Lighting 


Suppose a pedestrian, hurry- 
ing by your store, sees the bright- 
ly illuminated window and stops 
to observe it. Perhaps he becomes 
interested in one or more of the 
articles and wants to inspect them 
closer before deciding definitely 
to buy. He starts to enter the 
store and steps into a dim and 
dingy entrance. What happens? 
Suddenly thrust from a bright 
window to a dim entrance, his 
original enthusiasm declines. It 
may often throw a wrench into the 
works. Good lighting in the en- 
trance adds cheer to the welcome 
of the prospective customer and 
keeps his enthusiasm keyed to a 
high pitch. Laxity in lighting 
here may be a detour in his jour- 
ney to a sale. 

The size of the entrance deter- 
mines the importance and the ex- 
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Thompson Co., Youngstown, Ohio.) 


tent of its lighting. In the aver- 
age store the shopped need take 
only one step and be in the door- 
way. Here the lighting, when 
simply executed, is satisfactory. 
An ordinary store lighting fix- 
ture, having an enclosing globe 
of diffusing glass equipped with 
a 150 or 200 watt lamp, gives 
ample illumination. 

A simple but ingenious way to 
illuminate the small, single door 
entrance is with a hanging sign, 
open at the bottom. It may only 
carry a message of but one or 
two words, and illuminated with 
three or four 60 to 100 watt 
lamps, but if the bottom is left 
open, enough light will emerge to 
remove the heaviness of a dark 
ceiling and lend a cheerful glow 
to the entrance area. A sign so 
used would be suspended above 
the entrance at the sidewalk line. 

In the large entrance way, 
however, more light is desirable, 
particularly when the entrance is 
spacious enough so that shoppers 
can congregate there for an end 
view of the window displays. 
Stray light from the end of the 
window does not sufficiently 
illuminate this area. Overhead 
lighting is necessary. 

One type of entrance lighting 
has the entire ceiling in frosted 


Standard semi-indirect store lighting fixtures illuminate this entrance. (Stambaugh- 


glass panels with numerous 60 or 
100 watt lamps arranged in rows 
above them. Another method uses 
a series of store lighting fixtures, 
mounting them on even spacings 
around the foyer. Indirect light- 
ing by means of coves may also 
be used, in which case the ceiling 
must always be maintained in a 
light color for reflecting pur- 
poses. Never use bare lamps for 
entrance lighting, because, even 
though they give high intensity, 
the resultant glare is objection- 
able to the eyes. 


Window Above Door 


When the entrance lobby of a 
store is long, the doorway is a 
number of steps from the side- 
walk, and the ceiling is high, a 
show window above the doorway 
has a real merchandising value. 

A novel method of attracting 
attention after closing hours is 
with a display placed behind the 
door. It may rest on a table or 
a portable stand which is used as 
an interior display during the 
day, then moved into position in 
a few minutes. Two standard 
window floodlights using 200 
watt lamps and mounted on the 
wall just above the doorway 
would illuminate this display ef- 
fectively. 
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RADE WiInpbs 


By LLEW 8S. SOULE 


ACCORDING to a report of the 
Federal Trade Commission, 
covering a recent study of mass 
distribution, the policy of sell- 
ing well-known merchandise 
below cost as leaders, by the 
chains, is increasing. This fact offers scant com- 
fort to those manufacturers who have gone to heavy 
expense in popularizing their products with the 
consumer. } 

Continued selling of such merchandise below 
cost by the large chains tends to lower the estab- 
lished prices. Quite naturally other retail outlets 
are forced to meet the price reductions, and they in 
turn clamor for lower invoice costs. Sooner or 
later the manufacturer’s price structure crumbles 
and his profits are appreciably lowered. 

The net result is that the erstwhile beneficial 
effects of the manufacturer’s expensive national con- 
sumer advertising are largely nullified. Meanwhile, 
since retail profits on the products involved are nil, 
there is a decided tendency on the part of retailers 
to push the sales of competitive products. Lack of 
a consistent sales policy seems to have placed some 
manufacturers literally “between the devil and the 
deep blue sea.” 


Chain Policy 
Offers Scant 
Comfort for 
Manufacturers 


CLARENCE SAUNDERS, of Piggly- 
Wiggly fame, has announced 
that his new chain of grocery 
stores will have fully-equipped 
drug departments where prescriptions will be filled 
at half the present prices. Mr. Saunders contends 
that if it is logical for druggists to handle groceries, 
hardware and other lines foreign to the drug busi- 
ness, it is equally logical for grocers to sell drugs. 
He also believes that he will have no trouble in find- 
ing someone willing to furnish him with the neces- 
sary drug supplies. In that belief we heartily 
concur. 

Whether the public will warm up to the idea of 
taking prescriptions to grocery stores, remains to 
be seen. Patent medicines, however, will be bought 
wherever the prices are lowest. As to the balance 
of the drug line—we see no reason why a grocer 
should be less efficient than a drug clerk in serving 


A Dose of His 
Own Medicine 
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a ham sandwich and a cup of coffee. It appears 
that the druggist is about to receive a dose of his 
own medicine. 


CHAIN executives are quoted as 
saying that their stores do not 
build up demand for new items; 
that they only stock articles after 
a demand has been created through other sources. 
According to that statement, it would seem that inde- 
pendent wholesalers and retailers are forced to 
pioneer new products to a point where public de- 
mand is created, then chain stores are allowed to 
step in and take thé business. The inconsistency 
of it all is reflected in the fact that the chains are 
not only: permitted to buy these items direct from 
the makers, but are usually accorded preferential 
prices. 

In cases where a manufacturer produces only a 
single item, his attitude in this matter can be readily 
understood. The chain may be his logical outlet. 
Where the policy involves a line of merchandise, 
however, the greater part of which must be sold 
through independent channels, we fail to see the 
wisdom of the manufacturer who endangers the dis- 
tribution of his major products by turning one or 
two of his faster moving items into a competitive 
channel. The chains will not carry his complete 
lines. Neither will they pioneer his new products. 
Meanwhile the independents are fed up on the idea 
of building business for parasites. 


Pioneers and 
Parasites 


Chains Buy THE same _ investigation 
Some Goods from revealed that while chains 
Wholesalers do the greater part of their 


buying from manufactur- 

ers “direct,” yet approxi- 
mately 7.9 per cent of their merchandise is pur- 
chased from wholesalers. 

It hardly seems logical for chain organizations 
to willingly purchase goods through the so-called 
middle-men. As a rule they demand prices as low 
as those accorded the wholesaler or lower. Can it 
be that their purchases from wholesalers represent 
items or lines, the makers of which refuse to accept 
chain store orders? 
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T the Boston meeting of the 
A New England Retail 
Hardware Association 
convention, we were very much 
interested in an address by a rep- 
resentative of the National Re- 
tail Hardware Association, on 
the subject of business control. 
As a matter of fact, this idea of 
business control is practically 
the old idea of working on a 
budget. 

What is a budget? Let me 
outline in simple words how one 
is prepared. A budget can be 
prepared for a small business 
upon exactly the same principles 
as for a large one. For instance, 
to start with take your sales of 
last year by months, and set up 
these sales as your budget sales 
for the year. You can start any 
month. Then take all of your 
items of expense, study them 
carefully, and set up a budget 
for each department on a certain 
basis. Suppose last year you 
actually lost $300 in your busi- 
ness. Suppose this year, after 
paying yourself a salary, you 
decide that you are determined 
to make your business show a 
profit of $300. If you budget 
your sales on the same basis as 
last year, it stands to reason that 
you have to reduce the cost of 
doing business $600 to make a 
profit of $300. The other alter- 
native is to increase the profits 
on your sales $600 to achieve the 
same result. However, the more 
logical alternative is to reduce 
your expenses $300 and increase 
your profits $300. 


Now set up a regular state- 
ment of sales, profits, and ex- 
penses for each month for the re- 
maining months of this year. 
Doing this of course brings you 
face to face with the problem of 
just where you should reduce ex- 





Budgets 


By SAUNDERS NORVELL 


penses, with the least loss to the 
business. This makes you work 
your “think tank.” The other 
problem is to figure out where 
you can increase your profits 
without reducing your sales. 
This also leads to the expendi- 
ture of brain power. If you 
have several clerks in your store, 
it is not a bad idea to have them 
take part in making up the 
budget, and it is also a good idea 
to make them do this at night in- 
stead of using up good daylight 
for the purpose. You and your 
clerks are certainly not much in- 
terested in the business if you 
are not willing to sacrifice a few 
evenings to this work. 


Questions 


You will find when you start 
to lay out this budget that many 
questions in regard to the busi- 
ness will arise. The discussion 
of these questions will be illumi- 
nating. If you honestly face a 
budget, you are facing cold 
facts, and the facing of cold 
facts, cutting out all sentimental- 
ity and what the boys call “bull’’ 
is excellent business training. 

Of course, if after you have 
set up your budget and you have 
worked on this budget, your 
sales happened to increase, then 
this increase in sales resulting in 
increased profits and the reduc- 
tion in the percentage of cost and 
overhead, will make your living 
up to the budget much easier. 

A budget to some merchants 
looks very much like putting the 
business in a straight jacket. A 
budget cramps your style, espe- 
cially when you are over-opti- 
mistic. When it comes to run- 


ning a business a straight jacket 
is not a bad idea. 


When you 













have laid down your figures as 
to just what you will do, and 
what you will not do, this puts 
a cramp into the high-powered 
salesman, who would, if he were 


given the opportunity, knock 


your budget lopsided. 

Once we wrote in an article 
that one of the main troubles 
with the independent retailer was 
the fact that he was independent. 
We did not elucidate or specify. 
Therefore we received several 
letters of criticism on account of 
this remark. Now at this late 
date, let us explain what we 
meant. 

When a man is president of a 
large corporation, such as the 
steel corporation or the Ameri- 
can Telephone and Telegraph 
Company, he is looked up to as 
a person with almost godlike 
powers. Now, as a matter of 
fact, these gentlemen have no 
such powers. As a matter of 
fact, in every well-managed cor- 
poration, the president is one of 
the most controlled men in the 
entire business. Does this sur- 
prise you? Let me give you the 
facts. 

First of all, there is a board 
of directors, with a chairman of 
the board. The president is sub- 
ordinate to this board, and if it is 
a real live board, every month 
they carefully study the figures 
of the business, and tell the 
president what they think of the 
results. They may praise, but 
they should more frequently 
criticise. Matters of praise will 
take care of themselves. Matters 
subject to criticism, however, 
should be looked into. Then in 
practically every large corpora- 
tion there is an executive com- 
mittee. This committee also has 
a chairman, and this committee, 
under the direction of the board 
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of directors is over the president. 
The president may be a member 
of the executive committee, but at 
the same time he is subordinate to 
the chairman of that committee, 
and must report to the com- 
mittee. Then in these large cor- 
porations there is a comptroller. 
He is in charge of the accounts. 
Monthly he makes a report to the 
president calling attention to 
good and bad things that have 
developed in the business. It is 
the duty of the president imme- 
diately to get busy on the bad 
things, and see that they are cor- 
rected. If he does not, the comp- 
troller will keep a weather eye 
on the president. Then there is 
the treasurer of the company, in 
charge of the finances. He also 
reports to the president the good 
and bad things that are happen- 
ing in his department. If the 
president does not take care of 
the bad things, then the treasurer 
also has his weather eye on the 
president. So we might trace the 
checks on the president all the 
way down through the organiza- 
tion. Just let the president make 
a mistake in judgment, let him 
give a wrong instruction, let 
him do anything that causes a 
loss to the business, and there 
will be a score of “Didn’t I tell 
you’s,” “TI told you so’s,” etc. 


For Instance 


We know of a case where a 
certain leading man in a busi- 
ness, wishing to land on another 
man, reported to the president of 
the company that this other man 
was laying all of his plans to be- 
come the president of the com- 
pany. To this the president re- 
plied: “That is perfectly proper. 
Every top man should lay his 
plans to become president. Pos- 
sibly in this organization, there 
are seven or eight men dreaming 
every night of getting my job.” 
This president was not disturbed. 
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He commended the man who 
wished to supplant him. 

Then again, it must always be 
remembered it is a very danger- 
ous thing to draw a large salary. 
The larger the salary, the more 
is expected, and in these days of 
depression, a good sized salary 
is an especially dangerous 
luxury. Even Congress, we note 
in the papers, are now inquiring 
the size of the salaries of the of- 
ficials of the various corpora- 
tions who expect to borrow 
money from the government. 


Remember This 


However, there is one thing to 
be remembered about good man- 
agement. Frequently the very 
best management is not spectacu- 
lar. The business just keeps out 
of trouble. Keeping out of 
trouble is not an accident in any 
business because there are plenty 
of opportunities to get into 
trouble. Frequently, however, 
when a business does stay out of 
trouble, no one stops to compli- 
ment the management in stop- 
ping trouble before it happens. 
That is the wisest form of all 
management. 

Now, let us conclude. The 
independent retailer needs a 
boss) Everybody needs a 
boss. No man does his best 
work in any field of endeavor 
except under pressure. No 
soldier fights better than when 
his back is against the wall. No 
author writes well on a full 
stomach. Starvation has pro- 
duced some of the greatest litera- 
ture the world has known. Ne- 
cessity is the mother of inven- 


tion. Necessity is also the 
mother of progress. One of the 
best bosses the retail hardware 
dealer can have is a budget. Lay 
out your budget. Do it seriously. 
Have your clerks understand you 
mean it. And then stick to it! 
It will not only increase the 
profits of your business, but it 
will increase your own will 
power and your strength of char- 
acter. It takes some will power, 
nerve and determination to stick 
to a budget and see it through. 

The only way to get the best 
results out of yourself in any de- 
partment of life is to think out 
your program, lay it out, and 
then go to work and carry out 
your plan with energy and intel- 
ligence. Nothing that has ever 
been devised to produce results 
that will equal this. 

So, my friends and fellow suf- 
ferers in this temporary vale of 
tears, let me beseech of you in 
your own interest, that you 
forthwith, without delay, get 
yourself into the straight jacket 
of a budget. Would you play a 
game of golf without paying 
any attention to your score? 
What would the fun be? Par 
in golf is nothing but the 
budget you should achieve in 
golf playing. On every hole you 
know whether you are over or 
under par. Even in running a 
budget, you can occassionally 
make a “birdie.” 

We have the right to have an 
opinion in regard to a budget, 
because we ourselves are work- 
ing under the benign influence of 
one now. 








Turn to page 41 for important information regarding 
the duck shooting season for 1932.—Mr. Norvell’s 
letter from Secretary of Agriculture Hyde. 











The author demon- 
strates an electric 
refrigerator at 
Howell Bros. store in 
Richmond, Va. 


How We Sell Electrie 
Refrigerators 





Both sides of the 
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HOWELL BROS. PROSPECT FOLLOW-UP AND REPORT CARD 


“ 
SALESMAN’S FOLLOW-UP; PHONE OR PERSONAL 








prospect card de- 
scribed by Mr. 
Frayser. Radio and 
other major appli- 
ances are also han- 
dled in this way. 


LECTRIC refrigerators are 
HK an excellent line for the 

hardware store, particu- 
larly stores also handling radio 
sets and accessories. The refrig- 
erators may be pushed in the 
spring and summer months, and 
radio featured in the fall and 
winter. Many hardware stores 
overlook this possibility, as well 
as the advantage of employing a 
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crew with a well-trained man- 


ager. 

We have tried yarious meth- 
ods of merchandising electrical 
refrigeration, but believe that the 
crew method is the best. Home 
demonstrations have not worked 
out well, as the machines used 
for this purpose become scratched 
and disfigured, making them un- 
salable. Aside from the damage 
done to units, the installation 
costs and the capital tied up, are 
prohibitive. 

House to house canvasses in 


By ROBIN A. FRAYSER, 
Howell Bros. Hdw. Co., Richmond, Va. 


some sections have been over- 
done, yet sales are still being 
made by this method, if the sales- 
man is able to quickly size up his 
customer or prospective customer, 
and make the right approach. 
Using the telephone to get leads 
is another method successfully 
used in some localities. The 
prospect is asked whether or not 
a mechanical refrigerator is 
used. When a user is located 
the time of a salesman is saved 
by eliminating that name from 
the list. 

Exhibits at fairs or shows are 
advantageous in the merchandis- 
ing of electrical refrigeration. 
Cards should be used, on which 
the prospect’s name and address 
are indicated. On the card the 
prospect should be asked what 


type of refrigeration equipment 
(Continued on page 50) 
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Another series of 
articles, by 
Maxwell Droke, 
to help you get the 
money that be- 
longs to you. 
Watch for them 
each week. 


Collections ... 


AKING collections is a 
ticklish job in any busi- 
ness at any time. But 

the year just past has put a strain 
on our tact and resourcefulness 
that we are not likely soon to for- 
get. I cannot recall a time in my 
business experience when the re- 
tail merchant has been faced 
with so many problems involving 
credit and collection procedure. 
I am inclined to think that 
perhaps the hardware man has 
had a little more than his share 
of collection trouble. There are 
some rather definite reasons for 
this condition. For one thing, a 
good many hardware customers 
buy at infrequent intervals. They 
may purchase a bill of hardware 
in April and have no further oc- 
casion to use their credit until, 
let’s say late November. 
Wherever this situation ob- 
tains, we may anticipate slow col- 
lections in dull times. The rea- 
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son is obvious. Our customer 
hasn’t enough money to meet all 
of his obligations. Some one 
must be slighted. Who? Well, 
first of all this customer pays 
those bills that simply have to be 
met—telephone, light, water, gas 
and the like. Here he has no 
“out.” If he doesn’t pay prompt- 
ly he gets no further service. 

Next, our customer, as a pre- 
ventive measure, will try to satis- 
fy his regular sources of supply, 
those firms from whom he must 
obtain supplies each week or 
month. This is only natural, and 
we can scarcely censure him for 
this prudent step. 

After that—well, it’s pretty 
much a case of catch as catch can. 

There is still another factor 
that tends to complicate the hard- 
ware man’s problem. His larg- 
est, and in normal times most 
regular customers — contractors, 
painters and others whose pros- 





perity rests on the building in- 
dustry —have fallen upon evil 


days. Business has been slack, 
and profits slim. A number of 
these customers, ordinarily good 
credit risks, have been up against 
it. They would like to pay, but 
they simply haven’t the money. 
Obviously, under such condi- 
tions, nothing is to be gained by 
high-handed methods. This is no 
time for brow-beating tactics. 
Unquestionably, the threatening 
collection letter is losing its pow- 
er to produce results. We are 
facing a new situation that de- 
mands new methods. One can- 
not help having more than a little 
sympathy for the harrassed debt- 
or who finally broke under the 
strain and wrote his creditor: 


“You may be interested in know- 
ing that my accounts payable are 
divided into three classifications: 
(1) Those I never hope to pay; 
(2) Those I expect to pay at 
some distant and indefinite date, 
and (3) Those that, God willing, 
I am going to take care of next 
week. 

**As a result of your threatening 
letter of the 16th inst., your ac- 
count has been transferred from 


Class 3 to Class 2.” 


(Continued on page 52) 
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i S. HARPER, Iowa jobber, 
* has served 20 years on the 
Ottumwa (Iowa) Chamber of 
Commerce board of directors. 
Recently he resigned. Comment- 
ing on this news, the lead edi- 
torial of the Ottumwa Courier 
praised the great work of this 
hardware man, whose record of 
service as a director of the cham- 
ber is unequaled in the town. 
His promise of continued help 
is recognized by the paper’s edi- 
tor, who says in effect, in any 
effort for the benefit of Ottumwa 
he never quits.” “He never 
quits,” what a tribute that is. 
We salute Mr. Harper. 


— HA — 


1 rene gas furnished the light 

formerly provided by oil 
lamps and candles, there must 
have been plenty of pessimists 
who could prove that both the 
fuel oil and candle industries 
were all through. In my life- 
time electricity for light has tak- 
en the place of gas, and I have 
heard the anvil chorus chant 
about the passing of gas. It is 
not so. Candles cost more now 
than ever before, plenty are sold, 
but today they are for decorative 
effects more than for utility, and 
as is often the case people pay 
more for a luxury item than for 
a necessity. Candles are pretty 
fancy now—come in sets in fine 
boxes. Oil for heating and cook- 
ing is of tremendous importance. 
The variety of oil-burning equip- 
ment sold every day in hardware 
stores is astounding. Oil-burn- 
ing furnaces, oil-burning cabinet 


32 


heaters, oil cook and 
heat stoves of every 
kind are found all 
over the country. It 
is a good business in 
which profits have 
been made relative- 
ly as good as in any 
current line. Gas for refriger- 
ation, for cooking, for furnace 
heating, for important industrial 
uses, and now we are told for 
special high-priced combination 
furnaces and air conditioners, 
that will use gas as fuel. Elec- 
tricity of course is the great ser- 
vant of home and industry, doing 
for all many things we formerly 
did by manual labor or at best 
with inefficient equipment. The 
spread of electricity as a com- 
mon factor in our lives undoubt- 
edly spurred the gas and oil folks 
into action, but, by golly, don’t 
ever forget that they were and 
are active and continue to be fac- 
tors in today’s commercial, in- 
dustrial and engineering life. A 
quick glance at recent conven- 
tions in the gas industry reveals 
no word of complaint about the 
obvious inroads of electricity. 
Instead the thinking of the in- 
dustry seems to focus on “what 
further development is possible 
to use more and more gas and 
how?” Need I suggest that here 
is inspiration for all fields of en- 
deavor and a moral for us hard- 
ware fellows who have given so 
much time to telling each other 
about the things that have spoiled 
our business? Let’s study not 
what we can’t do, but what we 
can do to improve our business 












Just Among Ourselves 


by CHARLES J. HEALE 
Managing Editor, Hardware Age 


and we too can make 
progress. Let’s go. 


— HA — 


HERE seems to 

be a cult, with 
headquarters every- 
where, that breaks 
into frequent print 
only for the purpose of prov- 
ing that some group of re- 
tailers is not alive to its oppor- 
tunities. Improbable examples 
of retailer dumbness_ versus 
equally improbable examples 
of specialty men “knocking them 
dead’ is the theme song. The 
nature of the product or line of 
goods in question depends only 
on the particular retail field be- 
ing attacked. Seldom is there 
evidence to suggest that the door- 
bell ringer has been perma- 
nently in business. The examples 
cited usually cover two weeks, or 
four city blocks, a square mile, 
or in some way have both time 
and area limit. Permanent suc- 
cess in the retail hardware busi- 
ness may certainly include this 
form of selling in a majority 
of cases, but must be justified by 
sufficient margin, high enough 
unit of sale and reasonable need 
in the territory served. Certain 
major lines commanding fairly 
large unit sale prices, require 
outside selling by men devoting 
their entire time to these lines. 
But the same is not true of every- 
thing, all the time. Did I forget 
to mention that spokesmen for 
this cult usually have a very ob- 
vious axe to grind, such as the 
particular line they are making? 
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lamps alone which makes 

the lamp business so de- 
sirable, it’s what they spend for 
other merchandise,” says Her- 
bert H. Vierck of the W. J. 
Vierck & Son hardware estab- 
lishment in Rockford, Ill. Mr. 
Vierck won First Grand Prize, a 
Graham Blue Streak automobile, 
in the recent Mazda lamp 
“Brighten Up” contest, spon- 
sored by General Electric and 
open to 15,000 dealers. 

Mr. Vierck built up his lamp 
business from a volume of $150 
in 1925 to $10,000 in 1931, 
largely through the application 
of the same ideas that enabled 
the store-to sell $7,144.36 worth 
of lamps in September, October 
and November, as compared with 
$2,508.54 during the same pe- 
riod of 1930. It was the latter 
achievement which won for him 
the motor car. 

As the first step in the lamp- 
selling plan boys were engaged 


af isn’t what folks spend for 
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to sell them on a commission 
basis. The superintendent of the 
junior high school was told that 
a limited number of lads could 
make a little extra pin money, 
and 220 boys responded. Of 
these, 70 were selected and 40 
of them were workers in the true 
sense of the word. The best sales- 
man of the lot, Frank H. Shum- 





Area Big Itemin This 
Small Store 


The window of 
Vierck & Son, 
Rockford, Iil., 
sold $2,924.00 
worth of lamps 
to 1877 custom- 
ers. It remained 
five weeks with 
weekly changes 
of background. 
Above: The store 
personnel. W. J. 
Vierck (left) and 
H. H. Vierck 
(right). 


way, sold 496 lamps, while a 
total of 3893 were sold by the 
group of junior salesmen. 

Miss Evelyn Bonney of the 
Vierck staff supervised the em- 
ployment of the boys. Before a 
boy was accredited he was re- 
quired to secure a parent’s sig- 
nature to a letter which consented 


(Continued on page 58) 
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Seasonal Windows for Hardware Stores 


Lorick & Lowrence, Inc., Columbia, 
S. C., report the window shown at 
the top of this page as the most suc- 
cessful attraction they have used in 


all their thirty years of good window 


trimming. A few hatchets, seed corn 
and a quantity of beans were prac- 
tically all the merchandise used. 

The large flag 8 x 5 feet was made 
of beaver board and yard sticks, the 


corn and red Valentine beans being 
used for the stripes of the flag. Star 
shaped cardboard boxes filled with 
white beans and blue stones for the 
blue ground completed the flag. 
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The replica of the Washington 
monument is made of beaver board 
covered with seed corn to represent 
stone. Real sod was used at the base 
of the shaft. It required skill and 
patience but the result was worth it. 
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R. G. Hooks, advertising and sales 
manager designed and installed the 
window and was assisted by Ed. 
Zobel of the sales staff. 

The Schlafer Hardware Co., Apple- 


ton, Wis., used the window at the 


foot of page 34 last year during 
Baseball Week—A good suggestion. 

An excellent window of house- 
cleaning needs is that at the top of 
page 35, by Luther Harbin of the 
Gadsden Hardware Co., Gadsden, Ala. 
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The Easier Way to Build 


OUR display arrangement 
is greatly simplified by the 
use of the HARDWARE AGE 
interchangeable display fixture. 
In the accompanying illustrations 
the fixtures are used to good ad- 
vantage. Note how the plateaus 
rise one upon the other so that 
items displayed at the back are 
not even partially hidden from 
view. It is a most efficient ar- 
rangement. It does away with 
the necessity of using larger 
quantities of merchandise to 
build up a display at the back. 
In the electrical appliance win- 
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dow we use but one of most 
items and only two irons and 
four flashlights. The empty car- 
tons topped by the three lamps at 
the center background suggest an 
ample stock on hand. This is an 
economical window on stock. 


The housefurnishings window 
is a model of neatness, a quality 
that will prove its worth in ap- 
pealing to housewives. Here we 
would caution on the use of color. 
The central foreground occupied 
by four stacks of plates should 


Have you sent for your copy of the sheet of instructions 
for building the Hardware Age interchangeable display 


fixture? 


You may have one for the asking. 


Window Display Editor, Hardware Age 


239 W. 39th St., New York 
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be in one general tone of color. 
These may be flanked by the con- 
tainers of another but harmoni- 
ous color. These colors will de- 
pend upon your stock, but if the 
central group were light blue, 
the flanking groups might be of 
beige or buff—or vice versa—a 
counterbalance of warm and cool 
colors. Any two colors may be 
used so long as they are com- 
plementary. 

Remember to carry out your 
price tickets, which should be 
uniform, in harmony with the 
window trim. Get good descrip- 
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tive phrases for them—not mere- 
ly any old thing and a price— 
but value-creating words. Good 
copy on these tickets will mean 
many more sales than mere 
tickets will. 


Make an Impression 


These should reflect the gen- 
eral color scheme throughout. 
Make whatever color you use do 
its full share of the selling. It 
stands to reason if you use scat- 
tered color, your results will not 
be as satisfactory as if you use 
enough of one or two colors to 


1] Your Window Displays 


make a good, strong impression. 
You easily recall some definitely 
colored object. It is the same 
with a definitely colored window 
display. That is why the big ad- 
vertisers get their message across. 
They put out something that is 
definitely one thing so that it will 
be remembered. A pot pourri of 
color just will not “stay put” in 
the memory, but it will not take 
long, if you continue to use out- 
standing windows, to make a last- 
ing impression upon your cus- 
tomers. 
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MARK HARRIS IS VICE- PHILADELPHIA PUTS ON 


PRESIDENT, IVES CORP. 


Mark Harris, widely known 
for twenty years in the toy train 
field, has been appointed vice- 
president of the Ives Corpora- 
tion, 200 Fifth Avenue, New 
York City. He has become fa- 





MARK HARRIS 


miliar with the needs of jobbers 
and retailers alike since he 
started his train selling career in 
1911 as toy demonstrator in the 
toy department of the Simpson 
Crawford department store. 
From February, 1912, until Jan- 
uary, 1930, Mr. Harris was with 
the Lionel Corporation, New 
York City. Mr. Harris resigned 
to operate a toy manufacturers’ 
agency, representing several 
prominent factories and_ con- 
ducted his own showroom. 

Representatives of the Ives 
Corporation are: Eastern terri- 
tory, Mr. Byron, who has been 
with the company for a long 
time; southern territory, Fred 
Jones, with permanent  show- 
rooms in Atlanta, Ga., and in 
Canada, Harold F. Ritchie Co., 
Toronto, Ont. Negotiations are 
pending with a firm of manufac- 
turers’ agents in the West Coast 
territory. 


ISENOUR ACTING MGR. 
SOUTHWEST HDWE. CO. 


C. J. E. Thayer has resigned 
as- manager of the Southwest 
Hardware Co., Los Angeles, Cal., 
a dealer owned hardware job- 
bing business. Harry Isenour, 
proprietor, Riverside Hardware 
Co., Riverside, Cal., is acting as 


After considering several de- 
signs submitted by a_ nationally 
known authority on heraldry, the 
Texas Hardware & Implement 
Assn. recently approved the coat 
of arms illustrated. The sym- 
bols in the design were all in- 
corporated with definite pur- 
poses in mind of appropriately 
representing the nature and ac- 
tivities of the organization. 

Briefly, the torch at the top 
of the shield denotes the part 
the association plays in dissemi- 


bers, lighting the way to better 
merchandising practices. The 
padlock in the upper left-hand 
corner of the shield is a symbol 
of the National Retail Hardware 
Association, with which the or- 
ganization is affiliated. It is also 
a symbol of the trade and de- 
notes that the public can deal 
with the hardware merchants dis- 
playing the emblem with safety. 
The star in the upper right-hand 
corner is the five-pointed star of 
Texas. 

The chevron across the center 
of the shield with the five links 
of chain is taken from the Coat 
of Arms as used by the Iron- 
mongers, or hardware dealers, of 
England. The chain also denotes 
unity and the tying together of 
many into one working group 
which affords great strength. In 
the lower part of the shield, the 
tractor typifies the implement 
branch of the association, and 
also represents power. 

Dan Scoates, secretary-treas- 
urer of the association, College 
Station, Tex., has advocated that 
member firms use the new coat 
of arms on their business sta- 
tionery, and is prepared to sup- 
ply four sizes of cuts, the small- 
est of which is shown, at a 
nominal charge. 





BOMAR-SUMMERS HDWE. 
OPENS NEW STORE 


The Bomar-Summers Hard- 
ware Co., Louisville, Ky., has 
opened a new store at 309 West 
Walnut Street. The store at 315 
Jefferson Street will be operated 
as a branch. The company, 
which has been in operation for 
more than twenty-five years, has 
equipped the new store with 
modern’ fixtures and store front. 





manager. 





Texas Ass’n Adopts New Coat of Arms 


. . . . © 
nating information to its mem- | 
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‘W. A. GORDON WILL BE 
MANUFACTURERS’ AGENT 


W. A. Gordon has resigned ss 
sales manager; General Wheel- 
barrow Co. and from his affiliation 
with Empire 
Plow Co., both J 
of Cleveland, 
Ohio. He plans 
to open a man- 
ufactur- 
ers’ agency, 
covering Chi- 
cago, Ill., De- 
troit, Mich., 
Cleveland, 
Ohio, Pitts- 
burgh, Pa, 
and adjacent 
territory. Mr. Gordon, who is well- 
known to the hardware and con- 
tractor trades, particularly in the 
central territory, would like to 
hear from manufacturers seek- 
ing distribution in that part of 
the country. 

His address for the present is 
13415 South Woodland Avenue, 





W. A. GORDON 


PAINT CAMPAIGN 


The campaign slogan, “Make 
Philadelphia the Best Painted 
City,” has already resulted in 
$130,000 worth of work being 
done, according to D. J. Healy, 
president. Save the Surface 
Salesmen’s Club. Posters urg- 
ing the citizens of the city to 
make their home town the best 
painted city are being distributed 
by manufacturers. A joint com- 
mittee of the Save the Surface 
Salesmen’s Club, and Philadel- 
phia, Paint, Oil ani Varnish 
Club is working with the assis- 
tance of the Philadelphia Cham- 
ber of Commerce, the Real Estate 
Board, the Philadelphia and 
Germantown Master Painters’ 
Associations and other organi- 
zations. 

A-complete survey of the city 
is being planned. Every struc- 
ture in the city limits will be 
observed by experts and owners 
to determine what should be 
done. The campaign ‘will be 
brought to a climax during the 
annual “Clean-Up Paint-Up” 
week. 


WILBORN HDW. DAMAGED 


The store of Wilborn Hard- 
ware Company, South Boston, 
Va., was recently gutted by fire. 





POWER HDW. SOLD 


Fred Lynn and Howard Cole- 
man, both of Seattle, Wash., 
have bought the Power Hard- 
ware Co., Chehalis, Wash., es- 
tablished 45 years ago, from F, 





Cleveland, Ohio. 


M. Power. 





Graham Now Handles 


Former Wiebusch & 


Hilger Imported Lines 


John H. Graham & Co., Inc., 
113 Chambers Street, New York 
City, has been appointed sales 
representative for the imported 
goods which were formerly han- 
dled by Messrs. Wiebusch & 
Hilger, Ltd., New York City, 
which firm is now liquidating. 
Orders placed with the Wiebusch 
& Hilger firm have been turned 
over to the Graham organization. 

The import department will be 
under the direction of D. F. 
Vanderbilt, who was connected 
with Wiebusch & Hilger for 
many years, in charge of their 





hardware department. He is well 
acquainted with the imported 
items. Lines taken over by the 
Graham company from Wiebusch 
& Hilger, Ltd. include Peter 
Wright anvils, Brades WHS 
brick trowels, Chesterman tapes, 
rules, etc., Burgon & Ball sheep 
shears, Wilkinson hedge, lawn 
and border shears, Sorby’s En- 
glish riveted back scythes, Gen- 
uine T. Waldron scythes, Clarke 
& Bro. R B and S B grass hooks, 
Hill Bros. grain sickles, James 
needles and Austrian scythes, 
sharpening hammers, anvils, etc. 























100 YEARS 
IN BUSINESS 


J. €. Rogerson, Hudson, 
N. Y., Rounds Out Century 


The former firm of J. C. Rog- 
erson & Co., Hudson, N. Y., 
hardware dealers, recently be- 
came incorporated as J. C. Rog- 
erson Co., Inc., shortly before 
reaching the organization’s one 
hundredth anniversary. Mein- 
bers of the corporation succeed- 
ing the former partnership of J. 
C. Rogerson and the late James 
McShane are Mr. Rogerson, Ar- 
thur F. McEvoy, Mark Rosen- 
thal and James J. McEvoy. 

In 1860 J. C. Rogerson, father 
of one of the directors of the 
present company, became a mem- 
ber of H. W. Dixon & Co. Later 
the firm became Rogerson & 
Gray, Mr. Rogerson becoming 
sole owner, at another time. At 
the time of Mr. Rogerson’s death 
the firm was J. C. Rogerson & 
Son. It later became J. C. Rog- 
erson & Co., with James Roger- 
son and Mr. Shane as partners. 


PAUL WEISS TO OPEN 
STORE IN DUNKIRK, N. Y. 


Paul Weiss, former mayor, 
Dunkirk, N. Y., will operate a 
hardware and sporting goods 
store at 311 Main St., with his 
son James Weiss. 





SHERWIN-WILLIAMS CO. 
HONORS LONG SERVICE 
Five employees of the Chicago, 

Ill., plant of The Sherwin-Wil- 

liams Co., Cleveland, Ohio, were 

guests of honor at a banquet ten- 
dered them upon completion of 








a quarter of a century of service 
with the company. More than 
180 fellow employees were pres- 
ent at the dinner. President G. 
A. Martin presented each of the 
five honored guests with a wrist 
watch and an engraved certificate 
of membership in the Sherwin- 
Williams Long Service Club. 


Albert W. Baeder received, in 
addition, several valuable gifts 
from his sales associates. He 
joined the company as_ book- 
keeper of the auxiliary com- 
panies, and has held several sales 
positions. Mr. Baeder is now 
sales manager of the Chicago 
County division. Others awarded 
weree Miss Anna W. Johnson, 
head of the sales classification 
department; A. M. Simonson, 
chief accountant; A. W. Tag- 
gart, chief clerk, and W. E. Corts, 
assistant superintendent, pigment 
division. 


SCHMIEDER, SECRETARY, 
SUPER-STEEL PRODUCTS 


Robert S. Schmieder, former- 
ly associated with Milcor Steel 
Co., Milwaukee, Wis., manufac- 
turers of sheet metal building 
products and fireproof building 
materials, has joined the Super- 
Steel Products Co., Milwaukee, 
Wis., as secretary. 





O’NEIL STORE BURNED 
The hardware store of O’Neil 


Bros., Decorah, Iowa, was burned 
March 15. Most of the fixtures 
and stock of the store were 
damaged or destroyed by the fire. 





AMES STORE REMODELS 


Christensen Hardware Com. 
pany, Ames, Iowa, is remodel- 
ing its store at 125 Main Street, 
with new and rebuilt fixtures. 





Another Nye Bill Hearing to Be Held 


(From Our Washington Bureau) 

One more hearing is to be held 
before a subcommittee of the 
Senate Committee on Judiciary 
regarding the Nye bills to legal- 
ize trade practice conferences. 
It is the plan to hear a member 


of the Federal Trade Commis- 


sion, probably Chairman Hum- 
phrey and probably a represen- 
tative from the Department of 
Justice, perhaps John Lord 
O’Brian, assistant to the attor- 
ney general in charge of anti- 
trust litigation. 

A long list of witnesses com- 
ing from many trade associations 
and business lines have testified, 
and so far all of them have sup- 
ported the principle of the bills. 
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{t is thought after the three 
measures are consolidated into 
one they will be reported favor- 
ably to the Senate, with a pros- 
pect of their passage at the pres- 
ent session. 

The bill to set up a Federal 
Trade Court to enforce trade 
practices, after being approved 
by the Federal Trad: Commis- 
sion, will undoubtedly be elimi- 
nated. It is argued that the 
court is not necessary since ecx- 
isting courts will have ample 
jurisdiction. Moreover, the drive 
to cut government expenses and 
to raise taxes to balance the 
budget has developed a tendency 
to reduce rather than to increase 
government bureaus. 





Gustafson Impresses Kansas City Kids 
by Teaser Advertisement 





GUS AND GUS, JR. 





Capper-Kelly Bill Pas- 
sage Appears Doubtful 


(From Our Washington Bureau) 

The Senate Committee on [n- 
terstate Commerce is expected to 
make a report soon on the Capper- 
Kelly resale price maintenance 
bill. Whether justified or not, 
reports that 
measure will be rejected in its 
present form, and that it will 
fail of passage in the Senate if 


are current the 


it is taken up for consideration. 
It is the present form of the 


measure, now restored to its orig- 
inal draft, that meets with the 
approval of the great bulk of its 
supporters. Nevertheless, it was 
the object of vigorous attack at 
hearings before the committee at 
which its chairman, Senator 
Couzens of Michigan, presided 
The National Retail Dry Goods 
Association was especially active 
in its opposition. Its great sup- 
port at the hearing came from 
the National Association of Re- 
tail Druggists. * 

Senators sitting at the hear- 
ing did not express open opposi- 
tion to the measure, but for the 
most part were either lukewarm 
in their attitude of expressed the 
view that the bill would not 
wipe out cutthroat competition. 
On the contrary, Senator Couz- 
ens in particular said he thought 
the measure would actually aid 
chain stores and other large buy- 
ers because of the quantity dis- 
count provision. 

After being emasculated 
through many amendments, “he 
bill passed the House at the last 
session. It was clear that it 
could not be passed without the 
amendments. It is doubtful that 
it could be passed in its present 
form in either branch of Con- 
gress. This at least is the gen- 
eral view, and, if correct, it 
means the bill again is doomed 
to defeat. 


® 





Andrew Gustafson, hardware 
merchant of Twenty-fourth Street 
and Lister Avenue, Kansas City, 
Mo., found a way to popularize 
his hardware store and win trade 
although he was quite unknown 
to the vicinity when he moved 
in and opened for business. 

He found the neighborhood 
well covered by a little church 
publication called the East Side 
Presbyterian. So he bought an 
inch of advertising space in the 
paper and in it placed this one 
word—“Gus.” 

He kept that one word in the 
paper for a few weeks and every- 
body wondered what it was all 
about. Then he changed the ad- 
vertisement slightly and made it 
read—“Who Is Gus?” And by 
that time the community was 
wondering just what the ques- 
tion suggested. 

Many people went to consider- 


able trouble to find out who 
Gus was and where he was lo- 
cated and what his business 


was. But “Gus” was aiming at 
the neighborhood’s youngsters. 
He added some more to the ad- 
vertisement and it read—*Who 
Is Gus? To the Boy or Girl 
Who Brings One of These Ad- 
vertisements to the Hardware 
Store of Andrew (“Gus”) Gus- 
tafson and Meets “Gus” Face to 
Face, Will Be Given a Free 
Ticket to the Ashland Theatre.” 

Three hundred children came 
and presented clippings from the 
paper and each got a ticket and 
“Gus” took the crowd to see the 
show. He has been in his new 
location less than a year and his 
his business is good for he has 
the friendship of the 300 chil- 
dren and that means almost that 
many homes for many people 
now know “Gus” who, them- 
selves, had no children taking 
part in the affair. 

“This way of advertising 
not exactly a new idea with me 
for I-have used it before in an- 
other location I have on 27th 
Street,” said Mr. Gustafson in 
talking to a representative of 
HarpwarE AGE. 

“T have found that cultivating 
the children’s good will is sure 
to get favorable attention on ‘le 
part of the parents. Once be- 
fore I took a party of 74 chil- 
dren to the show, so in the new 
location on Twenty-fourth Street 
I simply used an old idea of 
mine on a little bigger scale. 
The show tickets cost 10 cents 
a piece, and that made the 
youngsters’ party cost $30. Of 
course the advertising in the 
little church paper was a small 
item as I did not use over one 
inch of space.” 
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MATTHIAS LUDLOW DIED MARCH 20 





Former N. R. H. A. President and Newark, N. J., 
Merchant Succumbs to Pneumonia at 66— 
Led a Useful and Active Life 


Although death came to Mat- 
thias Ludlow at 66, it may be 
said that he enjoyed the full- 
ness of life, to a rare degree. 
His years were crowded with 
active usefulness in commercial, 
civic, social and church work. 
As the founder and for twenty- 
five years, the president of Lud- 
low & Squier Co., Newark, N. 
J., he was a prominent and re- 
spected business man of that 
town. The retail hardware trade 
had bestowed upon him its 
greatest honors. Successively he 
was president of the North Jer- 
sey, Metropolitan, Pennsylvania 
and Atlantic Seaboard and Na- 
tional Retail Hardware Associa- 
tions. A member of various Ma- 
sonic bodies, Kiwanis, Credit As- 
sociations, Civic Groups, Build- 
ing and Loan Associations and 
the Baptist Church, Mr. Ludlow 
gave to each his time, devo- 
tion and service. In official ca- 
pacities and as a member of 
committees, his work in all of 
these branches of human en- 
deavor offers eloquent tribute to 
his memory. 

Ill only a short time with 
pneumonia, Mr. Ludlow died at 
the Presbyterian Hospital, New- 
ark, on March 20. He had been 
in the real estate business since 
the discontinuance of his hard- 
ware store, two years ago, but 
had continued active participa- 
tion in the hardware groups of 
the Metropolitan area. In re- 
cent months, his health did not 
appear to be very good, although 
he was always cheerful and vital- 
ly interested in hardware mat- 
ters. 

Mr. Ludlow is survived by his 
widow and three sons, Leroy, 
Archer and Chester. He was 
born in Rahway, N. J., and was 
buried there in a family plot. 


LILIAN MATHESON 


Miss Lilian M. Matheson, sec- 
retary-treasurer, Gowan Hard- 
ware Co., Sault Ste. Marie, 
Mich., died March 1, following 


an illness of six months. 


JOHN E. McGRAW 


John E. McGraw, 73, Jackson, 
Mich., hardware dealer, died re- 
cently. He entered the hard- 
ware business after leaving 
school, associating with William 
C. Crone until 1919, when the 
firm name was changed to J. E. 
McGraw & Sons. For twelve 
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MATTHIAS LUDLOW 








years he was a member of the 
city council. He was also a 
member of the county board of 
supervisors and of the city board 
of assessors. 





CHARLES W. CURTISS 


Charles W. Curtiss, 50, pres- 
ident and _ general manager, 
Waterbury Clock Co., Water- 
bury, Conn, died recently, fol- 
lowing a short illness. His first 
position was with John Alvord, 





Cc. W. CURTISS 


Torrington, Conn., owner of sev- 
eral factories, with whom he 
served in various capacities, in- 
cluding the presidency of one of 
Mr. Alvord’s subsidiary compa- 
nies, during seventeen years. 
Later he served in executive ca- 
pacities with various firms mak- 
ing automotive instruments and 
accessories. Last year Mr. Cur- 
tiss left retirement to become 
president of the Waterbury 
Clock Co. 


GEORGE TRIMBACH 


George Trimbach, 78, Dayton, 
Ohio, tool manufacturer, died re- 
cently at his home in that city. 
He had been engaged in the tool 
manufacturing business for the 
past 60 years at 112 Brown 


Street, where his father started 
the enterprise in 1847. 


JOHN WOODWELL 


John Woodwell, treasurer, Jo- 
seph Woodwell Co., Pittsburgh, 
Pa., hardware jobbers, died 
March 14, 


FRANK M. PENNIMAN 


Frank M. Penniman, 64, Fort 
Scott, Kan., hardware dealer, 
died recently following a heart 
attack. 


at Melbourne, 


Many hardware men knew 
Chas. H. Ireland, and_ will 
mourn his passing. At the age 
of 73, he passed away on March 
21 at Melbourne, Fla. For years 





CHARLES H. IRELAND 


a familiar figure at Southern 
conventions his absence will be 
marked. Twice president of the 
Southern Hardware Jobber’s As- 
sociation and later elected a life 
member of its executive commit- 
tee, his counsel was always great- 
ly valued in hardware circles. 
He was also a member of the 
National Hardware Association, 
having served some years on the 
executive committee of the or- 
ganization. 

Fifty years ago he took charge 
of the hardware department of 
Odell & Co., Greensboro, N. C. 
In 1884, upon the retirement of 
James A. Odell, Mr. Ireland re- 
organized the company as Odell 
Hardware Co., becoming its sec- 
retary-treasurer and general man- 
ager. About that time the other 
lines were discontinued entire, 
attention being concentrated on 
hardware. Mr. Odell later re- 








THOMAS H. HUBBARD 


Thomas H. Hubbard, member, 
E. S. Batcheller & Co., Glovers- 
ville, N. Y., in the hardware 
business for 40 years, died re- 
cently at his home in that city 
at the age of 71. 


GEORGE B. ALLEN 


George B. Allen, 61, North 
Grafton, Mass., hardware dealer, 





died recently. 





CHAS. H. IRELAND PASSES AT 73 


Prominent Citizen and Merchant and One of Most 
Respected Hardware Men in South Died 


Fla., March 21 


turned to Greensboro to take an 
active interest in the business, 
Mr. Ireland continuing as gen- 
eral manager. 

When Mr. Odell retired in 
1912, Mr. Ireland was elected 
president of the organization. 
For approximately four years, be- 
ginning in July, 1925, he was 
not actively connected with the 
business. With the exception of 
that period he had functioned 
continuously as president and 
general manager of the Odell 
Hardware Co., since 1912. 
Throughout the years Mr. Ireland 
was largely responsible for build- 
ing up the Odell company to its 
present place in the trade. 

In addition to his hardware 
activity he was prominent in 
church affairs, both local and na- 
tional, representing his church in 
1921 in London. For 28 years 
he served as a member of the 
county board of education, hav- 
ing been chairman for more than 
12 years. He also served on the 
city board of education for a 
number of years, was active in 
the affairs of the Greensboro col- 
lege, serving on boards for 32 
years; since 1904 as secretary uf 
the board of trustees. He w 
active in Masonry, the I. O. O. 
F., the chamber of commerce and 
in political circles. 

Survivors are: two sons, a sis- 
ter and three grandchildren. 





JAMES M. STEWART 


James M. Stewart, 93, who re- 
tired from J. M. Stewart & Co., 
Indiana, Pa., in 1921, died re- 
cently. Following service in the 
Civil War he entered the em- 
ploy of his brother, later becom- 
ing a partner in A. M. Stewart 
& Co., which later become J. M. 
Stewart & Co. His son, Alexan- 
der M. Stewart, is active head of 
the hardware firm. 
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Open Duek Season for 1932 Likely 


Secretary of Agriculture Hyde in Letter to Saunders 
Norvell Expresses Encouraging Opinion—Believes 
Advisory Board Will Recommend 
Normal Open Season. 


HE outlook is good for an open 1932 season on ducks. This 

will be good news to hardware dealers, wholesalers and 

hunters, who have been wondering whether the short term 
season, as in 1931, would again be imposed on this popular 
sport. In a letter to Saunders Norvell, president, Remington 
Arms Co., Inc., who had asked for information, Secretary of 
Agriculture, Arthur W. Hyde, sounds the first encouraging note, 
indicating that an open duck season may be expected. Although 
Secretary Hyde is expressing an opinion and not a decision, his 
comments coming close after the statement of the Biological Sur- 
vey (HarpwareE AcE, March 10, page 71), which said the 1931 
short season had been effective for conservation, may be taken 





as a reasonably sure indication of an open 1932 season. 


Mr. 


Hyde’s letter to Mr: Norvell reads as follows: 


“Let me assure you that the De- 
partment appreciates the impor- 
tance of early, definite information 
relative to the condition of water- 
fowl and the prospects for the 
open gunning season of 1932, not 
only to the manufacturers of sport- 
ing goods equipment and _ their 
dealers, but also to the individuals 
who are interested in this matter 
for any reason. It is evident also 
that an early announcement of the 
1932 prospects will be of aid in 
stabilizing the related employment 
problems to a degree that would 
be highly desirable at this time. 

“You will understand, I am 
sure, that any amendments to the 
regulations, Migratory Bird Treaty 
Act, adopted by the Department 
must be supported by facts deter- 
mined by careful and unpreju- 
diced preliminary investigation of 
eonditions,. and .also. that .the re- 
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sponsibility for the accuracy of 
this information must finally rest 
upon this Department. Moreover, 
we would be exposed to merited 
criticism if we accepted the opin- 
ions of others in lieu of first hand 
information developed through 
our resources and with the aid of 
cooperating agencies using 
methods supervised and directed 
by the Department. 

“Manifestly a final and definite 
decision as to the length of the 
open season on wildfowl for 1932 
cannot be reached until we have 
had an opportunity to observe 
conditions in the breeding zones of 
wildfowl during the spring 
months. Following this examina- 
tion our reports and recommenda- 
tions will be submitted to the Ad- 
visory Board, Migratory Bird 
Treaty Act, for discussion and ad- 
vice. The recommendations of 
this Board are of importance in 
the consideration that the Depart- 


‘ment must give to.the problem, 


and are of assistance to us in ar- 
riving at a decision as to what 
amendments are necessary. It is, 
of course, impossible to predict 
definitely the recommendations 
with reference to the open season 
that will be approved by the Ad- 
visory Board as a result of its de- 
liberations. 

“However, there are certain fac- 
tors now apparent as a result of 
our investigations to date which 
give a more encouraging aspect to 
the general situation than was jus- 
tifiable in the summer of 1931. 
There is evidence to indicate that 
the short open season of last year 
greatly conserved the breeding 
stock of ducks and geese and this 
saving was further augmented by 
the unusually warm, mild weather 
that prevailed in most regions 
throughout the season. Reports 
now reach us establishing the fact 
that due to rain and snowfall in 
the northwestern United States and 
southwestern Canada, the drought 
conditions that have prevailed with 
such damaging effect for several 


years should be considerably re-~ 


lieved and the nesting activities of 
the wildfowl in these important 
areas in all probability benefited 
thereby. I feel confident there- 
foré that the Advisory Board will 
conclude that there has been a suf- 
ficient improvement in the water: 
fowl situation to justify recom- 
mendations for an open season for 
1932 with a possibility of a longer 
season than was prescribed for 
1931, if conditions continue to be 
encouraging. Although the final 
decision must be predicated upon 
additional facts not now available, 
yet I trust that our interpretation 
of the current reports will to some 
extent relieve the prevailing un- 
certainty. 

“T desire also to assure you and 
all others who are interested that 
the Department will expedite in 
every way possible the announce- 
ments affecting the 1932 open sea- 
son.on wildfowl.” 
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HARDWARE AGE 
ADVERTISING 


—- : a E HARDWARE AGE 
ADVERTISING SERVICE 


By Samuel Kalp 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are especially 
planned to help every hardware store make its advertising more practical 
and effective by the liberal use of human interest illustrations. Copy is 
always supplied in so far as it is practical for use by all of our clients. 































The description and pricing of the items must necessarily be left to the in- 
dividual store in most cases. In writing the descriptions to give to your 
printer with the supplied ad layout keep in mind that brief, to the point 
descriptions are the most effective. The style, size, colors, unusual fea- 
tures or special economies effected by the use of the item should be given. 
If greatly reduced, it is sometimes desirable to show former as well as 
reduced price. If any question arises concerning the use of these ads, write 
us. You'll find us willing to help you sell more hardware at all times. 


HOW TO ORDER 


If you have local stereotyping facilities, request the complete sets of mats 
of all the advertising illustrations of these two pages, inclosing your check 
for $1.25. If you need mounted cuts order them by number given under each 
cut, listing the numbers in a column. Figure the charge of 35c. for each 
Li | 8 t 7 b d cut when less than ten cuts are ordered; when ordering ten cuts or more 
itt e et y usy 0 y figure the charge at 30c. for each cut ordered. Inclose check with order, 
S please—this saves bookkeeping of small amounts. Send all orders to 
ays: 


Mar upether just Dowsht Ror 2 HARDWARE AGE ADVERTISING SERVICE 
new dress wit e money she . 
saved last Saturday by shopping 239 W. 39th St. New York City 
at (Store Name). It pays to 
buy your housewares and hard- 


Ware here for they cost less and (All Ads Are Planned Six Weeks in Advance to Give You Ample 
as . Time to Order Illustrations) 











(List Items 
With Prices) 


YOUR STORE NAME 














K3 


If You Need Dishes Here’s a 
32 Piece Set for 


$().00 


A lovely set of American China, you will never tire of using, and 
one you will always be proud to show your friends. Ivory color 
with stunning band and floral design. A real beauty! Set consists 





Successful Men Know Cie 
Our Values Stemware Electric Kitchen Silverware 
(—) For Six Clock 26 Pc. Set (—) 
shouting “low prices.” They A really beautiful set of oe The biggest silverware 
look for quality too—for mer- sparkling stemware of ( ) oftcned! a0 cae os 
chandise that does not wear 
well is a poor “buy” at any 


You can’t fool a smart man by 


genuine hand blown lead And now an_ electric with complete service for 
six for (price). A beau- 





price. 5 glass—in pink or green. clock you can afford. No tiful pattern silver plated 
Sold in sets of 6. Gob- winding — no bother — over a heavy nickel base. 

as lets, sherbets, ice tea will keep perfect time— : 7a tion 

(List Items glasses, refreshment a nice size (....... ). sugar shell and butter 





glasses. In green or ivory. knife. 


YOUR STORE NAME 


With Prices) 
YOUR STORE NAME 
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HARDWARE AGE 
ADVERTISING 
SERVICE 

FOR THE 


Shatter That Sleepy Spring Fever Gees 
Feeling With Good Advertising! 














































Garden 
Tools 


It pays to buy good gar- 
den tools for they will last 
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Get in the Race! 


Hurry to (Store Name) to 
buy your housewares and hard- 
ware supplies for spring. You'll 
get the finest quality here that 
will wear and wear and at rock 
bottom prices too. You'll find 
you can buy nearly twice as 
much for a dollar at (store 
name) as you are accustomed 
to receive. Join the Thrifty! 


for years. We sell only 
the best, yet you'll find 
our prices are as low as 
you are accustomed to 
pay for inferior’ tools. 
Look at these values! 





(List Items With Prices) Bh ae 


YOUR STORE NAME 











eM Garden Trellises 


Y/ ee 
ALA Wt 
(AVA otf Good lumber and fine workmanship 


are combined to make our garden trel- 


| 74 | S lises outstanding—as well as_ their 
so 


artistic designing. A special white oil 
trellis paint is used to withstand 
months of the severest weather. Our 
prices are very low for this high 
quality. 


5 


(List Items With Prices) ‘ 


For Saturday 


We want to have a big crowd 
Saturday (date)! We want to 
give the people of (city) some 
bargains to take home and talk 
about! Come early for quanti- 
ties are limited, in some cases, 
and these prices only while pres- 
ent supply lasts. Look at these 
bargains! 





YOUR STORE NAME 








(List Items 
With Prices) 


Paints 


What a difference 
a little paint 
makes when it 
is applied to old 
woodwork or 
seratched furni 
ture around the 
home. You'll be 
surprised how 
little it will cost 
you if you buy 
your paints at 
(Store Name). 


Enjoy a Real / / 
Fishing Trip | 


Don’t spoil your vacation 
with old worn out fishing 
equipment when you can ob- 
tain everything you need and 
of the finest quality too, at 
(Store Name) at a very small 
cost. We've done our best to 
help the sportsmen of (City) 
get ready for a good time 
at prices they can afford. 
We believe you'll be mighty 
pleased when you see our 
new line of fishing supplies 
and will buy too. K5 









(List It 
(List Fishing Supplies With Prices) With Prices) 


YOUR STORE NAME YOUR STORE NAME 
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A WEEKLY FEATURE 
OF HARDWARE AGE 





How’s me Hardware Business? 


by STEWART JAMES 


A trade digest of 
conditions affecting 
distribution of hard- 
ware and allied mer- 
chandise, gathered 
from trade areas of the 
entire country and pre- 
sented as a weekly fea- 
ture of Hardware Age. 
Mr. James interprets 
for hardware men, 
such basic factors as, 
crop outlook, freight 
ear loadings, circula- 
tion of money, build- 
ing progress, employ- 
ment, etc. He also 
deas with specific price 
trends, demand for 
merchandise, shortages 
and future outlook as 
reflected by his study 
of the national hard- 
ware market situation. 











March 29, 1932. 
Recovery Still Delayed 


ITTLE or no headway has been 
made this week in advancing 
business activity, and disappoint- 

ment is general at the slowness of the 
expected recovery. The sureness of the 
new credit foundations for reconstruc- 
tion is not questioned, yet the public 
seems to wait, each man for the next, 
to start the necessary buying or em- 
ploying or wheel-turning. Old man 
weather has not helped much this 
month, in spreading storm and flood 
and snow across the threshold of spring. 
Merchants could have used snow and 
cold to good advantage several weeks 
ago, when they were ready and stocked 
for it—but they hardly welcome these 
wintry visitations at a time when gar- 
den supplies and outdoor goods are 
spread in inviting array in stores and 
show windows. 


Ultra-Conservatism Manifest 


A conservative feeling is noticeable 
in all wholesale and retail merchandis- 
ing, with a disposition to keep pur- 
chases closely adjusted to consumer de- 
mand. Profit margins are evidently be- 
ing pared to closeness never before 
manifest. Many department stores in 
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the larger centers report item sales 
about the same as last year, but this 
record is attained only by extreme 
low pricing and persistent advertising. 
Smaller merchants unwilling or unable 
to adopt the same heroic measures are 
to a considerable extent marking time. 
Stocks everywhere are so low that the 
average retailer needs to do consider- 
able buying before he dare make any 
effort toward intensive selling. Too few 
of them are willing to take these nec- 
essary steps—yet these steps not taken 
in hundreds, or thousands, of safely 
established retail stores are halting the 
march of employment and trade. 


Heavy Industries Lagging 


The heavier industries are still fail- 
ing to gain the hoped-for headway. 
Steel continues to show no real life, due 
to the lack of orders from the princi- 
pal users, particularly of building ma- 
terials and rails. The railroads con- 
tinue to give small orders for rails, but 
in far less than normal volume. 

Sheet steel manufacturers produced 
and shipped more tonnage in February 
than in January, though new sales were 
less—equal to 28.4 per cent of capac- 
ity, against 31.8 per cent in January, 
and 50.2 per cent in February, 1931. 

The automobile industry continues 
slow operations, much to the detriment 
of steel. While the output of automo- 
biles for February is expected to be 
surpassed in March, production is still 
held up pending Ford’s showings. Ford 
is reported to be rather slowly increas- 
ing production. 

Sales of all new passenger automo- 
biles during February in twenty-five 
States, representing 54.67 per cent of 
the entire country, showed an increase 
of 9.63 per cent over sales in the same 
States in January, according to R. L. 
Polk & Co. Estimated total sales in 
the United States of new passenger 
cars for February reached 89,000 units. 

Akron reports the rubber industry 
still slow, with a slight quickening in 
the manufacture of standard equip- 
ment, casings and tubes. 


Petroleum, Lumber, Etc. 


On the whole, the oil industry is in 
better condition, with. prices firmer and 


with the outlook good for increasing 
demand for gasoline, due to the com- 
ing of warmer weather. Oil well sup- 
plies are in scant demand, and collec- 
tions in that line are extremely slow. 

The Pacific Coast lumber output is 
being drastically curtailed, with capac- 
ity at only 23 per cent around Spo- 
kane. Prices are reported at below 
cost. 

The hides and leather market has 
been fairly active, largely because the 
manufacture of shoes continues to hold 
up surprisingly well, with most fac- 
tories operating on full-time schedules. 

Sales and operations in wool prod- 
ucts have been dull. The sale of coal 
for domestic use, as well as other fuels, 
has been stimulated by the late cold, 
although the industrial demand is still 
largely curtailed. 


Steel and Pig-Iron Prices 


Commentators on steel prices indi- 
cate that recently reported price firm- 
ness is less convincing, and that the 
same uncertainty that surrounds pro- 
duction also beclouds prices. New 
higher levels announced by mills con- 
tinue as the general asking prices, but 
with a disposition to make concessions 
on occasional attractive requirements. 

Cleveland, on March 18, reported pig 
iron quotafions there, as well as orders 
and shipments, are down. Prices were 
off 50 cents a ton to $15.50, base, 
Cleveland furnace, for local delivery. 
Weakening of the Cleveland market 
logically followed reports of low price: 
made in outside competitive territory 
and the invasion of price inducements 
from Valley and Pittsburgh producers. 
Apparently the pig iron market gave 
way without any large tonnages being 
dangled before producers—simply a 
strong insistence by buyers for conces- 
sions. 

Composite steel prices, representing 
a balanced average of staple forms of 
heavy steel, have, however, maintained 
surprising steadiness. The average of 
$2.17 per 100 lb. on March 18 com- 
pares with $2.11 one month previou: 
and with $2.23 one year ago. 

(Continued on page 46) - 
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> |THE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS L_@ 








Target fired at Fort McPherson Rifle Range, February 6, 1932, 
by Charles G. Hamby, Secretary, Atlanta (Ga.) Rifle Club. 10 
consecutive shots at 100 yards, prone position, no artificial rest. 


Remington Kleanbore .22 long rifle ammunition. 


Eight power 


telescope sight. 


USE THIS TO HELP SALES 


Here’s another one to try on the shooters that 
come into your store. Remember that every- 
thing you can do to increase their interest in 
shooting will make them shoot more and buy 
more. And remember, too, that they'll buy from 
the man who takes a real interest in their shoot- 
ing. 

The illustration shows in actual size a group of 
ten shots made at 100 yards, about a city block, 
with Remington Kleanbore .22 long rifle car- 
tridges. This remarkable shooting was done by 
Mr. Charles G. Hamby, Secretary, Atlanta (Ga.) 
Rifle Club, on February 6, 1932. He shot from 
the prone position and used no artificial rest. It 
was witnessed and attested by members of the 
Club. 


This is probably the smallest group ever made 
at 100 yards with .22 cartridges. It demonstrates 
wonderful marksmanship and wonderfully accu- 
rate ammunition. It furnishes another strik- 
ing proof of the fact that Kleanbore cartridges 
with non-mercuric priming mixture are the most 
accurate and uniform in the world. 

| suggest that you cut out this group; paste it 
on a card and display it where shooters can see 
it. Get the boys to try and do as well. Get 
them to bring in their targets and display them, 
too. MORE KLEANBORE. .22’s ARE SOLD 
THAN ALL OTHER MAKES COMBINED. Your 


jobber has them. Don’t af PODS LE 


submit to substitution. President 


REMINGTON ARMS COMPANY, Inc 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition and Cutlery 


© 1932 R. A. Co. 





The Greatest Value Ever Offered—The Remington Standard American Dollar Pocket Knife 


See eal 


MARCH 31, 1932 
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Sells on Sight—Fast! 


with this new attractive 4 color 
Counter Display Card..........+. ° 


KEEP WIRES OFF THE FLOOR 
SUSI C (Pacha eo Du 
Sustrite IGHT _ 
> 





SH(LIP 
' 





Order Yours Today 


Put this new attractive 4 color 
display card on your counter and 
watch men and women buy this 
handy Justrite Push-Clip for 
keeping radio, telephone and 
Jamp wires off the floor. Clips 
packed in cellophane envelopes— 
8 clips in each envelope—sells for 
10 cents—card carries 36 envel- 
opes in following color assort- 
ment: White. Old Gold, Ivory, 
Dark Brown, Dark Red, Green— 
to match cord or woodwork. Only 
a 160 cent item—but Oh, how 
it sellef Write for attractive 
proposition—TODAY. 


JUSTRITE MFG. COMPANY 
2073-77 Southport Ave., Chicago, Ill. 
tneneenitienhiinanantD 














HARDWARE 
DEALERS 


SHOULD MATCH 


CHAIN STORE VALUES 
5S? tc 25¢ 


MERCHANDISE 


Don’t be undersold by the Chains on 5¢ 
to 25¢ staple everyday selling items 
throughout your store and have your cus- 
tomers feel that you are high priced on 
all lines of General Hardware and 
Housefurnishings, just because you are 
out of line on the 5¢ to 25¢ lines. 


Get a CHAIN STORE BUYING CON- 
NECTION on the 5¢ to 25¢ lines, sell 
at OHAIN STORE PRICES, make 
CHAIN STORE PROFITS, or don’t han- 
dle this popular line of merchandise. 


Don’t be undersold. Get the facts about 
the “CO. M. §8.’’, an organization that 
has specialized in 5¢ to $1.00 merchan- 
dise for 18 years. 


Consolidated Merchants Syndicate, Inc., 
PIERRE H. MEYER, Pres. 
890 Broadway New York City 


Attach this coupon to your letterhead and 
learn how you can INCREASE YOUR SALES 
and PROFITS on 5¢ to 25¢ MERCHANDISE. 
SNE Sccbbeeresdvc6shatbendbeneteneres 














(Continued from page 44) 
Other Commodity Values 


Copper producers are not pressing 
for business, apparently having decided 
that the worst is over, and that if any 
revision in price materializes it will 
likely be upward. 

Recent prices on Straits tin have 
kept just below 22 cents per pound, 
compared to 271% cents at this time in 
1931. Lead is at 3 cents, St. Louis, a 
drop from 414 cents one year ago, and 
zinc is at $2.80 per cwt., the lowest on 
record—compared to $4.00 last March. 

Rubber prices tumbled to a new rec- 
ord low of 31/10 cents per pound on 
March 21 at New York, on announce- 
ment by British and Dutch govern- 
ments that they find it impossible to 
restrict rubber production. 


Food-Stuffs and the Crops 


Except in areas of local damage 
from wind and flood, the snowfall of 
March 20-21 is felt to have helped the 
more important crops. Earlier reports 
were that in some sections of the South- 
west cold weather had damaged winter 
wheat, while in others it has been of 
benefit in killing insects and checking 
abnormal growth. On the whole, the 
crop appears to be in good condition. 
Oats in Oklahoma are thought to have 
been damaged by the cold, and it was 
expected that considerable replanting 


will be necessary. In the South sugar 
cane, strawberries, citrus fruit and 
truck crops were affected adversely by 
the cold, with considerable losses. 
Bradstreet’s food price index rose 
to the highest point since January 19 


‘and registered $1.83 for the week end- 


ing March 15. This was an increase of 
2.2 per cent over the previous week’s 
figure of $1.79 and represents a real 
gain as no seasonal increase is usual 
at this time. Although the index is still 
much below last year’s figure of $2.37 
for the corresponding week, the above 
gain, due largely to increases in but- 
ter, cheese and livestock prices, may 
be regarded as encouraging. The in- 
dex represents the sum total of the 
prices per pound of 31 foods in com- 
mon demand. 


Grain Held on Farms 


Washington reports that there were 
207,323,000 bushels of wheat held on 
farms on March 1. Corn holdings were 
estimated at 1,103,691,000 bushels. 


The stocks represented 23.2 per cent 








of the last wheat crop and 43.2 per cent 
of the last corn crop. The proportion 
of the wheat crop remaining on farms 
was the largest since 1921. The ten- 
year average holding for 1920 to 1929, 
inclusive, was 17 per cent. Other grain 
stocks on farms were estimated March 
1 as follows: 


Oats—372,136,000 bushels, or 32.5 
per cent of the last crop. 

Barley—41,457,000 bushels, or 20.8 
per cent of the last crop. 

Rye—5,750,000 bushels, or 17.6 per 
cent of the last crop. 


Pertinent News Paragraphs 


Only ten banks failed throughout the 
country in the week ended March 19, 
and five others reopened, according to 
the American Banker. Failures in 
March to that date were only twenty- 
four, the lowest rate in several years, 
compared with about 500 closings in 
the first two months of 1932. 

The Portland cement industry in 
February produced 3,971,000 barrels; 
shipped 3,118,000 barrels from the 
mills and had in stock at end of the 
month 26,631,000 barrels. Production 
showed _.a decrease of 32.9 per cent, 
and shipments a decrease of 384% per 
cent as compared with February, 1931. 

Shipments of anthracite coal for 
the month of February amounted to 3,- 
341,304 gross tons. This is an increase 
as compared with shipments during 
January of 289,085 tons, but when 
compared with February, 1931, shows 
a decrease of 1,053,879 tons. 


Exports Increase 


The Departmeat of Commerce re- 
ports exports of merchandise from the 
United States in February increased 
$5,000,000 Over January to a total of 
$155,000,000. This is the first time 
since 1916 that February export trade 
has shown an increase over January 
trade. The opinion is that the increase 
is due to demand for products in the 
Far Eastern areas as a result of mili- 
tary operations there. 

New life insurance sales in Febru- 
ary were 8.6 per cent less than in Feb- 
ruary, 1931. The aggregate for the 
first two months of this year was 1.2 
per cent below the same period a year 
ago. Industrial insurance was the only 
class to show a gain in February, in- 
creasing 5.6 per cent over February, 
1931. 
Only 842 foreign-born immigrants, 
of the permissible 14,838, received 
visas to enter the United States during 
January, from twenty-one countries. 
Only 6 per cent of the allowable total, 
therefore, were issued. 
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The Bureau of Labor Statistics an- 
nounces a drop of 0.3 of 1 per cent in 
géneral industrial employment for Feb- 
ruary, but a gain of 0.1 of 1 per cent 
in the earnings of the workers. The 
figures compared with January showed 
manufacturing employment gaining 1.2 
per cent and wage-earnings 2.1 per 
cent. Average operating was reported 
at 87 per cent of full time, a gain of 1 
per cent for the month. 

The president of the F. W. Wool- 
worth Company says (March 21) that 
the public is showing a good response 
to the company’s new 20-cent lines of 
merchandise. Business in the new lines 
account for 30 per cent of the sales 
of stores in which they are displayed. 
whereas the company estimated such 
business would account for 20 per cent 
of dollar volume. 

Sears, Roebuck & Co., who recently 
opened their largest retail department 
store in downtown Chicago, have an- 
nounced the establishing of their first 
department stores in the Greater New 
York district, one each in Brooklyn, 
N. Y., Hackensack and Union City, 
N. J. The plan of the New York 
stores, with twelve main divisions, and 
the arrangement of merchandise, will 
be similar to the new Chicago store. 
Sears now -has 381 retail establish- 
ments throughout the United States. 


Hardware Happenings 


The popular grades of prepared roll 
roofing, which were reduced to record 
low values late in January,-have been 
advanced about 10 per cent by all 
manufacturers. The 85-lb. slate-sur- 
faced rolls sell now to the retailer at 
$1.64 instead of $1.48 per square. The 
75-lb. slated rolls are marked at $1.40 
instead of $1.28—and the 35-lb. com- 
petition talc roofings have been priced 
up to 68 cents from the low of 60 cents 
per square. The lower prices were not 
expected to last. 

The binder twine market has been 
unsettled for some time, with the larger 
interests withdrawing the prices pre- 
viously announced for the 1932 season, 
due to competition encountered by do- 
mestic makers on imported twine. 
Schedules are not expected to be low- 
ered during the second quarter. 

Pure gum turpentine has made a 
considerable advance. There is a good 
demand and still higher prices are pos- 
sible, with the heavy consuming sea- 
son close at hand. 

The linseed oil situation has strength- 
ened further, with higher prices for oil, 
cake and meal as well as for seed, 
quoted by one of the foremost crush- 
ers. Other producing interests will 
probably follow. 

Jobbers report a great demand for 
a new quality line of galvanized pails 
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and ash cans, designed to fortify the 
hardware retailer against department 
store and chain competition. Entire- 
ly new features of attractive appear- 
ance, strength and tightness are liven- 
ing the dealers’ selling of these hard 
ware leaders, wherever displayed. 

The selling value of color and eye. 
catching dress has extended even tv 
some of the lowly staples of the hard- 
ware trade. Packages such as stove 
wire, tacks, brads, screws or bolts are 
attractive in design and label, and 
many are put up in counter displays— 
to catch the eye of the buyer and earn 
themselves a place away from the dark 
corners of the shelving. 

Retailers feel that quiet business con 
ditions will help rather than retard 
the sale of baseballs, gloves, mitts and 
bats. Newspaper publicity concerning 
the leagues’ spring-training activities 
is reflected in the demand for all kinds 
of baseball goods. Dealers are also be- 
ginning to interest themselves in golf 
supplies for the season near at hand. 

There are well-defined rumors of an 
advance in price of lamp cord, both 
silk and cotton. The newly introduced 
low-priced flashlight lines are moving 
briskly. 

January, 1932, shipments of enam- 
eled sheet metal ware, as reported by 
fifteen manufacturers representing ap- 
proximately 80 per cent of the indus- 
try, were 198,627 dozens, valued at 
$687,508, as compared with 233,267 
dozens, valued at $734,070 in Decem- 
ber, 1931, and 267,232 dozens, valued 
at $985,756, in January, 1931. The 
enameled ware included in this sum- 
mary consists of cooking, household and 
hospital utensils and does not include 
equipment such as stoves, heaters and 
signs. The colored enamel wares main- 
tain their relative greater popularity. 

A further decline of 1 cent per 
pound was announced March 21 (fol- 
lowing the 2-cent drop on February 
15) on the Kester line of Acid Core 
and Rosin Core Solders on 1-lb., 5-lb. 
and 20-lb. spools. The present price 
to dealers on the popular 1-lb. spool 
is 41 cents per pound. 

Twelve mesh black screen cloth has 
been reduced 15 cents to $1.45 per 100 
sq. ft., and galvanized cloth has 
dropped ten cents to $1.60 for 12- 
mesh, $1.95 for 14-mesh and $2.35 for 
16-mesh. Jobbers feel that this move 
will steady the market. 

Standard single loop bale ties are 
now quoted by leading makers $5 to $7 
per ton higher than the schedule is- 
sued Dec. 1, 1931. Fourteen gage 91%- 
ft. ties, in l.c.l. quantities, f.o.b. Pitts- 
burgh basis, have advanced to $1.47 
from $1.31 per bundle. 








in Pliers 


KLEIN 


OOD workmen demand 
good tools—your cus- 
tomers appreciate 

quality in pliers--that’s why 
they demand Kleins. Klein 
Pliers have been the stand- 
ard with master workmen 
and public utilities ‘“‘since 
1857,”’ and are made in a 
wide variety of sizes and 
styles to meet every require- 
ment. Check over your 
stock of Kleins with your 
jobber and be prepared to 
fill the needs of your cus- 
tomers who want the best. 


Buy From Your Jobber 


Mathias KLEIN Sons 





3200 BELMONT AVE., CHICAGO 
2S 
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Pie vises 


with unbreakable 
hooks, chain vises 
with I-piece jaws—vises 
with sales points that sell 


There are sound reasons why these vises sell 
more readily, give more satisfactory service, 
build business. 


ARMSTRONG BROS. Standard Pipe Vises 
Bodies of Certified Malleable Iron with 
unbreakable hooks of drop forged steel and 
jaws of tool steel that are hardened, tem- 
pered and tested. 


ARMSTRONG BROS. (Patented) Chain Vise 


Drop forged, 1-piece jaws—solid center gives 
full support to small pipe. Proof tested chains. 
Drop forged ba.e and handle, alloy steel 
screws, and hardened nut. 


These vises carry the Arm-and-Hammer Trade 
Mark—the recognized mark of the “Better 
Pipe Tools.” 


ARMSTRONG BROS. TOOL CO, 
“The Tool Holder People” 


314 N. Francisco Ave., Chicago, U.S.A. 













Write for Catalog B-27, 
176 pages of Quolity Tvols 









Marble Offers 32 Page 
Catalog For 1932 


Marble Arms & Mfg. Co., Gladstone, 
Mich., offers dealers an attractive 32-page 
catalog in handy size for counter or mail 
distribution to retail customers. The new 
No. 40 outdoor knife and other new Marble 
items of interest to sportsmen, fishermen, 
hunters, campers and Boy Scouts are fea- 
tured. Available to Marble dealers, with- 
out cost. ‘ 





Issue Booklet on Control 
Of Garden Enemies 


“Garden Enemies—How To Control 
Them” is the title of an illustrated book- 
let issued by Hammond’s Paint & Slug 
Shot Works, Beacon, N. Y. It tells how 
insects live and grow and describes and 
illustrates various types of insects. Pages 
refer to the beetle family, and its various 
branches, worms, caterpillars, insects that 
suck plant juices, fungus diseases and their 
control, and poison ivy and weeds. 

The booklet gives the names and use of 
Hammond products offered for control of 
various garden enemies. 





Booklet Shows True 


Temper Sports Products 


The American Fork & Hoe Co., Cleve- 
land, Ohio, has issued an attractive illus- 
trated booklet showing True Temper 
Products for Sport. [Illustrations show 
rods, nets, baits, golf club shafts, archery 
equipment, sportsmen’s axes, snowshoes, 
skiis and equipment and chairs offered 
by the company. Price lists as well as 
specifications, are included in the booklet. 





Montague Rod & Reel Co. 
Issues Catalog No. 32 


Catalog No. 32 has been issued by the 
Montague Rod & Reel Co., Montague City, 
Mass. Complete descriptions, including 
list prices, are given in the catalog, which 
contains thirty-six pages. There are twen- 
ty-six pages describing and showing the 
various rods and reels. There is also 
practical information on fishing methods 
and descriptive matter on Montague rod- 
making. The center spread contains a re- 
cent panorama photograph of the plant 
and a map chart indicating where Mon- 
tague rods are used. 


Rex Roller Chains Are 
Described in Catalog 


Catalog No. 440 has been issued by the 
Chain Belt Co., 1600 Bruce Street, Mil- 
waukee, Wis. Catalog describes Rex roll- 
er chains and sprockets. The book, which 
is finely bound, is also an engineering 


New Catalogs and Dealers Helps 
Available from Manufacturers 










data book, containing prices, weights and 
information on the design and application 
of Rex roller chains, block chains, leaf 
chains and cut tooth sprockets. Advan- 
tages and characteristics of roller chains 
and their uses are described. There are 
more than 110 pages of specifications, il- 
lustrations and diagrams in the catalog. 





Sargent & Greenleaf 
Issue Catalog No. 17 


Catalog No. 17, describing and illustrat- 
ing key locks, hardware and panic locks, 
has been issued by Sargent & Greenleaf, 
Inc., Rochester, N. Y. Definitions, illus- 
trations, diagrams and specifications are 
included in the catalog. Finishes and 
notes on ordering are included in the 
booklet, which contains more than 90 
pages of data. 


Issue Booklet on 
Lay-Set Wire Rope 


The Hazard Wire Rope Co., Wilkes- 
Barre, Pa., has issued a booklet entitled 
“12 Reasons Why You Save Money with 
Lay-Set Preformed Wire Rope.” The 
company states that it is the most com- 
prehensive piece of literature on Lay-Set 


Preformed Wire Rope that has been 
printed. 
1932 Tucker Catalog Is 


Illustrated in Eight Colors 


The Tucker Duck & Rubber Co., Fort 
Smith, Ark., has issued its 1932 catalog, 
which is illustrated in eight colors. Cata- 
log illustrates and describes folding 
chairs, stools, cots, reclining chairs, camp 
chairs, beach backs and tables. Price 
data, specifications and terms are given 
in the catalog. 


—_—— 


Standard Electric Stove Co. 
Range-A-Week Campaign 


The Standard Electric Stove Co., To- 
ledo, Ohio, is conducting a sales activity 
called its “Range-A-Week” campaign, in 
which it asks each dealer to set a minimum 
quota of a range per week per salesman. 
This started March 1 and has gained con- 
siderable momentum. Dealers must dis- 
play ranges on their floor and in their win- 
dow. The company circularizes prospects 
and arranges demonstration dates and fur- 
nishes consumer mailing pieces and pros- 
pect cards and assists in the preparation 
of the sales plan. 
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Convention Calendar 


AMERICAN ASSOCIATION OF MasTER LocKsMITHS FIFTH 
ANNUAL ConveENTION, Hotel Royal York, Toronto, Canada, 
August 8, 9, 1932. Walter S. Orrell, Grand Lodge secre- 
tary, 206 Pearl St., New York City. 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION AND 
SouTHERN HarpwarE Jopsers AssociaTION Joint Con- 
VENTION, Edgewater Park, Biloxi, Miss., April 18, 19, 20, 
21, 1932. Headquarters, Edgewater Gulf Hotel. Charles 
F. Rockwell, secretary-treasurer, American Hardware Man- 
ufacturers Association, 342 Madison Ave., New York City. 
Sidney St. J. Eshleman, secretary, Southern Hardware Job- 
bers’ Association, 704 New Orleans Bank Bldg., New 
Orleans. 


Dixie Harpware & IMPLEMENT CONVENTION AND Ex- 
POSITION, to be held jointly by the Southeastern Retail 
Hardware & Implement Association, composed of Ala- 
bama, Florida, Georgia and Tennessee; Mississippi Retail 
Hardware and Implement Association and Arkansas Retail 
Hardware Association, Memphis, Tenn., April 26, 27, 28, 
1932. Walter Harlan, secretary, Southeastern Association, 
415 Palmer Bldg., Atlanta, Ga.; Guy Nason, secretary, 
Mississippi Association, Starkville, and L. P. Biggs, secre- 
tary, Arkansas Association, 815 Southern Trust Bldg., Lit- 
tle Rock. 


Iowa Retatt HarpwareE AssociaATION 35TH JUBILEE 
CONVENTION AND HARDWARE SHOw, Des Moines, Feb. 7. 
8, 9, 10, 1933. Merchandise exhibit will be held in the 
Coliseum and all sessions in the Venetian Ballroom of 
the Hotel Savery. Philip R. Jacobson, secretary, Mason 
City. 


HarpwaRE ASSOCIATION OF THE CAROLINAS CONVENTION 
Columbia, S. C., June 7, 8, 9, 1932. Headquarters, Jeffer- 
son Hotel. Arthur R. Craig, secretary, 804-806 Commer- 
cial Bank Bldg., Charlotte, N. C. 


LouIstaNna Retatt H'ARDWARE AND IMPLEMENT ASSOCIA- 
TION CoNVENTION, Hotel Evangeline, Lafayette, April 4, 
5, 6, 1932. J. C. Ritchie, secretary, Ruston. 


NaTIonaL Retait HarpwarRE AssociaTION, Curtis Hotel, 
Minneapolis, Minn., June 20, 21, 22, 23, 1932. H. P. 
Sheets, managing director, 915-935 Meyer-Kiser Bank 
Bldg., Indianapolis, Ind. 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
Convention, Amarillo, Tex., April 18, 19, 20, 1932. C. L. 
Thompson, secretary, Canyon, Tex. 
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Actual Size 6” Long by 34%” High 





“VOGUE” 


Decorative 
Room 
Thermometer 











A REAL “DOLLAR DAY” SPECIAL 
WITH FULL MARKUP 


This beautiful new thermometer is a ready 
seller to homes and offices. A fitting decora- 
tion for any boudoir, radio, desk, mantlepiece 
or business man’s office. 

Thermostatically controlled — more accurate 
than average room thermometer—requires no 
adjusting. Durable porcelain-china cases fin- 
ished in solid and two tone color effects. 
Silvered dial with large numerals easily read 
at a distance. Bottom covered with green felt 
to prevent scratching. A color for any room. 
Dial and hand protected by glass. Packed in 
modernistic two color boxes. Ideal as a gift 
or bridge prize. 


GUARANTEED ACCURATE 


PRICE $7.20 PER DOZ. 
F.O.B. Chicago, IIl. 


Packed in Assorted Colors. Send us your order 
for this new fast selling necessity. 


VOGUE CRAFT STUDIOS 


350 North Waller Ave. Chicago, Illinois 




















Fast Moving 
Toys J 





The new Arcade Toys 
have more action than 
ever before. They de- 
velop the child’s mind 
through the use of mini- 
atures. They are Toys 
with an all year round 


appeal. 


ARCADE MFG. CO. 
FREEPORT, ILL. 


Permanent Chicago 
Sales Office Mer- 
chandise Mart, 
Room 14111. 


Ask for Information 
on the New 


Truck Loading 


Shovel See 


New 1932 


ARCADE 
non TOYS 


At The 


Chicago Toy Fair 
In Booth 1 


Stevens Hotel 
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How We Sell Refrigerators 


(Continued from page 30) 


is used. A souvenir or some in- 
ducement may be used to get 
people to fill these cards. 

In many instances your store 
force may be able to give you 
the names of prospects—friends 
of theirs whom they consider 
financially able to purchase an 
electrical refrigerator. Mail 
those prospects a_ well - written 
sales letter and some literature. 
A few days later send one of 
your outside men to interview 
the prospect. 


With the Statements 


When mailing monthly state- 
ments enclose circular , matter 
and use a rubber stamp on the 
bill indicating that an important 
sales message is included. 

Make lists from the telephone 
directory, including only names 
of those residing in the better 
sections of the town or city. 
Follow those people in the man- 
ner of following prospects sug- 
gested by your salesforce. 

When some stores get a lead 
from a user of one of the units 
they have sold, a gift or commis- 
sion is given, when a sale is 
made. For this purpose include 
a printed card with units sold 
and indicate on it just what com- 
mission or premium is offered 
for leads, which become sales. 

In selling electrical refriger- 
ation, the crew manager and 
crew should be well trained, so 
that they may intelligently talk 
electrical refrigeration. They 
should be able to discuss com- 
petitive lines as well as the 
makes handled by your store. 
Train them to talk your line and 
answer questions on the other 
fellow’s lines; giving honest state- 
ments. Teach them to refrain 
from knocking competitive lines, 
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as you are better off talking your 
own line and sticking to answer- 
ing queries as to other makes. 

Occasionally allow your crew 
men to stay in the store on the 
floor to talk electrical refriger- 
ation. Frequently the crew men 
or their manager can clinch a 
sale that your regular salesforce 
might not quite land. This train- 
ing will help your crew men to 
be better outside salesmen. 
Above all, teach your crew men 
about your policies; how they op- 
erate and why they are adhered 
to. Teach them to sell your firm 
and understand its methods; giv- 
ing them greater confidence and 
increasing their ability as repre- 
sentatives of your house. 

Teach your men to feature 
economy and health appeals in 
merchandising the line. 

Regardless of how the sale is 
made, have your salesman, who 
made the contract, visit the cus- 
tomer a few days after installa- 
tion. He can show the customer 
how to more efficiently operate 
the unit. In any case he is build- 
ing good-will, and future sales, 
for he is showing the customer 
that your store is’ interested in 
the welfare of its patrons, as well 
as in their money. 

When selling on terms, con- 
sider your own financial respon- 
sibilities, as well as those of your 
customer. Be sure that the car- 
rying charges are sufficient to 
protect you from loss. 

Some dealers have made the 
mistake of giving too much free 
service to buyers of electrical re- 
frigeration. A good policy is to 
limit the number of free service 
calls. After the number set has 
been exceeded make a charge of 
$1.50 per call, or some amount 
near that figure. Of course if a 


defective part is replaced, within 
the guarantee time limit, no 
charge should be made for that 
call. 

A service charge will teach 
your customers that careful read- 
ing of the instruction sheet saves 
them money. This will stop some 
of these “Let George do it cus- 
tomers” from using your ser- 
vices beyond the necessary point. 
Otherwise you will lose money 
because the customer did not take 
time to read instructions. 

The down payment on a refrig- 
erator is, of course, determined 
by who is buying the unit; but 
it seems a rather general policy 
of merchants to charge $10 down, 
with the balance spread over 18 
or 24 months, with interest rate 
of 6 per cent for carrying costs 
and 1 per cent handling fee per 
year... 

Unless the refrigerator instal- 
lation consists of simply deliver- 
ing it and plugging it in, a charge 
should be made. A charge of 
from $4 to $25 should be made, 
according to the work entailed. 
In some instances it is necessary 
to install a floor socket, whereas 
some makes require special wir- 
ing. If you fail to charge for 
such service, just that much profit 
on the sale is taken up. Stop to 
figure your cost of doing busi- 
ness, commissions, advertising, 
rent, etc., and you will see the 
wisdom of making such a charge. 

In selling this line be sure that 
your customer is satisfied with 
the size and model, and above all 
that it is large enough for the 
particular family. 

Keep a card record of all elec- 
tric refrigerator sales; including 
service calls, payments, extra 
charges and details. If you will 
follow these experiences that are 
now in use, you will show a good 
profit at the end of the year. 


HARDWARE AGE 























Banner Wire Junior 
Assortment Display 

Stand shows the best selling sizes 
of soft galvanized and soft wire 
from 14 to 20 gage in handy 14-lb. 
coils, having suggested retail sell- 
ing price ranging from 10c. to 25c. 
per coil in 14- to 77-ft. lengths. 
Stand is 23 in. high, 10% in. wide 
and 4 in. deep. Complete assortment 
with stand, $5. Retail value, $8.40. 
Refills available. Display stand and 
wire assortment packed complete in 
strong carton. Igoe Bros., 69 Metro- 
politan Avenue, Brooklyn, N. Y. 








Beckley-Ralston Offers 
Ladies “Stroke Savers’’ 


Which are a duplicate of the 
men’s models, but slightly lighter 
in weight and smaller in grip size, 
with attractive blue grips to dis- 
tinguish these clubs from the other 
Suggested retail selling 
prices: $5 for standard model 
chrome finish and $7 for the stain- 
less steel with True Temper shaft. 
The Beckley-Ralston Co., 42 West 


Twenty-second Street, Chicago, II]. 


models. 





Home-Find-R 
House Numbers 





Are illuminated. Illustrations show horizontal and vertical 
Home-Find-R illuminated numbers with bell button. May be 
installed in place of present bell button, without 
new wiring. Available in three finishes: antique 
bronze, old brass and Swedish iron, all finishes 
being plated. Both bell and number panel are 
illuminated and are said to be visible at a dis- 
tance of 100 ft. Standard bulbs are used. Home- 
Electrical Specialties Corp., Cleveland, Ohio, 
states that operation costs but a few cents a 
month. Can be easily countersunk flush with 
door frame or sill. Suggested retail selling price, 
$4.95, ready for installation. Dealer cost, $2.50 
each in master cartons of 12; $2.75 each, broken 
package lots wired complete with lamps. These prices do not 
include numbers. Number transfers assorted horizontal or 
vertical, $3 per 100. Home-Electric waterproof cement, 
35c. per tube. Three-unit demonstrating boards wired with 
transformer and bell, $10 each; single unit demonstrating 
board with wiring, transformer and bell, $4 each. 
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Un-retouched 
photo showing mounted 
samples of U. S. Poultry Fence 


You Be the Judge! 


YOU will be shown the sample of U.S. Poultry Fence 
displayed above by a salesman of our nearest jobber. 
Examine it! See how uniform it is! Note its superior 
construction with its evenly spaced meshes, its straight, 
parallel line wires and its inter-locked hinge-joints that 
cannot slip, spread or unravel! 








Compare it with any other netting! Then judge for 
yourself which netting you would buy if you were the 
consumer! 


U. S. Poultry Fence is the only netting nationally ad- 
vertised to the consumer. It is made in the U.S. A. by 
American workmen and is sold only through the regular 
wholesale and retail trade. 


Meet the spring demand for U.S. Poultry Fence in your 
trade territory with ample stocks! Ask the U.S. Jobber 
near you! If you do not know his name, write us! 


Indiana Steel & Wire Co. 


. Muneie, - - Indiana 


Makers also of IMPERIAL Farm, Poultry and Lawn 
Fence, Trellis, Flower Border, Steel Posts, Gates 








Furnished in 
standard heights 


Made with 
--12 to 72 inches 


One-inch and 
Two-inch Meshes 


“The Netting 
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Collections 


If ever there was a time when 
collection letters should reflect a 
friendly, helpful, human attitude 
it is right now. The merchant 
who organizes his collection de- 
partment along such lines will 
profit, not only immediately, but 
for many years to come. Cus- 
tomers who survive these trying 
months (and most of them will 
manage to do so, somehow) are 
going to remember those who 
stood by them, and lent a helping 
hand in times of adversity. 

You will appreciate that I do 
not countenance undue leniency. 
There is such a thing as being too 
easy on a debtor—too easy for 
his own good as well as yours. 
After a bill becomes a certain 
age it ceases to become a press- 
ing burden to the debtor. Unless 
he is continually reminded of the 
obligation, he is likely to shed it 
as readily as we slip off our 
heavy overcoats with the ap- 
proach of Spring. Thus we must 
keep the account fresh and green 
in his memory. For we want to 
be remembered when Happy 
Days are here again. 

And in the interval, of course 
we want something on account, 
in every instance where it is at 
all possible for the debtor to pay. 
What kind of letters will get the 
money for us, nowadays? 

I have learned some rather 
surprising things in this connec- 
tion. A recent survey which I 
conducted among a considerable 
number of merchants, manufac- 
turers and wholesalers, brings to 
light the fact that the simple let- 
ters are getting the money in 
these times. Of course the rough, 
tough letter is necessary in a mi- 
nority of cases. There is no sub- 
stitute for the Big Stick in deal- 
ing with incorrigibles. But you 
would hardly pick such a letter 
as this for a winner in a hard 
year: 
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(Continued from page 31) 


Dear Mr. ........ 


Could you let us have a 
check by Saturday, the 17th 
to cover your June account, 
amounting to $25.00? 


“T don’t know why it works,” 
said the merchant who passed it 
on to me. “Goodness knows 
we've tried everything else with 
only ‘mediocre success. How- 
ever, this one surely brings the 
money.” 

I don’t know, either. But I 
think I can make a pretty close 
guess. Across the hall from my 
office there is an insurance sales 
executive whose job is to keep 
forty or fifty representatives 
“pepped up.” Evidently he be- 
lieves that the louder he bellows 
the more impressed his audience 
will be. But I have observed 
this: When he really wants a 
point to stick he lowers his voice 
and whispers the words. 

So I believe that in a world 
hell-bent on bellowing for:money 
this whispering letter comes like 
a fresh breeze to cool the febrid 
brow of a plenty-hot debtor. He 
doesn’t quite know what to make 
of it. No threats; no remon- 
strances; not even a mildly chid- 
ing, “We must again remind 
you.” The natural reaction is 
something like this,: “Say those 
folks are pretty blamed decent 
about that old bill. Sure, I'll 
send ’em a check!” 

Here is another very simple 
letter that has done a.highly cred- 
itable job. It is brief, without 
being curt. And there’s a kick 
in the last sentence that puts it 
squarely up to Mr. Reader in 
person: 

gS oe 

Our idea of a collection let- 


ter could be summarized as 
follows: 
1. It should be brief. 
2. It should be friendly. 
3. It should be success- 
ful. 
s letter is short; it is 


Th 


me 


friendly. Its success rests 
with you. 


Yours very truly, 


In the credit fraternity, there 
is a saying, “Watch the ‘good- 
pay’ customer who slackens his 
pace.” When a man who pays 
promptly, or discounts, suddenly 
begins to take sixty days or more, 
LOOK OUT! Although it may 
appear unjust, such a customer 
should be watched more closely 
than the habitual “slow-pay.” 
For he is SLIPPING. 

Many responsible or even 
wealthy firms and _ individuals 
take forever and ten days extra 
to pay their bills; but rarely does 
a “prompt-pay” customer volun- 
tarily lapse into the sixty-day 
class. Here is a letter to use on 
the good customer who has begun 
to slip. But—don’t be deluded 
by past records. Watch this ac- 
count! _ 


et | ee eee ee Lee ee 
Most of our customers wish us 
to remind them when their ac- 
counts go beyond the usual 
credit period. When we saw that 
your account went back into last 
November, we realized that it 
must have been overlooked. 
We wish we never had to write 
our friends about these matters 
but modern times have forced 
us to keep our accounts paid 
within the usual current period, 
and we know you will be glad to 
cooperate by looking up the en- 
closed statement and mailing us 
the $45.67 before it gets for- 
gotten. 

Thank you for your cooperation 
in this important matter and also 
for your valued patronage. We 
are happy to serve you, always. 


“Get after them while the bill 
is yet young!” is a philosophy I 
have repeately preached to Harp- 
WARE AGE readers. Here is a 
good letter to jog an account that 
is in danger of “going stale.” 


PGE SS Saas we reek cee sas 
There is a good reason, we are 
sure, why you haven’t mailed us 
your check for $...... > cover- 
ing our charge of (date). 
Wouldn’t it be just and fair for 
you to tell us about it now—if 
you still are unable to mail your 
check? 

The bill is now running into its 
third month. We are counting 
on hearing from you with a 
check—or an explanation. 


HARDWARE AGE 

















That's why Kester Solder means 
quick turnover and big profits! 


@ Find the man, woman or child who can’t toss a ball! 
And it’s just as hard to locate somebody who can’t do a 
neat, quick, professional looking job of soldering—when 


they do it the Kester way! 


These days, anybody who comes 
into your store can be sold a 
spool or package of Kester Sol- 
der. For Kester carries its scien- 
tifically prepared flux inside 
itself. The user merely applies 
heat, then does the job. Even 
the very first time, he'll get ab- 
solutely perfect results. 

Kester is being used for re- 
pairing all kinds of utensils and 
appliances—and for homecraft, 
too—making all sorts of attrac- 
tive metalware objects. 

Big national advertising cam- 
paigns have sold the Kester idea 
to the public and to commer- 
cial and industrial users. Keep 
stocked on Kester. Keep it dis- 


played prominently. It's a fast- 
turnover item that'll make prof- 
its for you month in and month 
out! Write for interesting 
literature. 

Kester Solder Company, 4205 Wright- 
wood Ave., Chicago, Ill. Eastern Piant, 


Newark, N. J. Canada—Kester Solder 
Company of Canada, Ltd., Brantford. 








Here’s the 
Complete Kester Line 


Kester Acid-Core Solder—for general 
home repair use. 1, 5, or201b. spools 
and Metal Mender Package. Kester 
Rosin-Core Solder—used principally 
for electrical and radio work, 1, 5 
or 20 lb. spools, Radio Solder Pack- 
age, and 5 lb. boxes of 18 inch 
sticks. Also Kester Paste-Core Sol- 
der, Body Solder, Bar Solder and 
Solid-Wire Solder for home 
and industrial uses, 
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Aeid-Core ¢ Paste-Core ° Rosin-Core 
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The GRIFFIN 
PERFECTION SCREEN 
and STORM Door SET 


1siw~ No. 1740 








tt 








The pivot pin feature of 
the GRIFFIN No.740 loose 
joint ornamental Hinge, 
used either right or left 
hand, makes this set most 
convenient. for using 
Screen and Storm Doors 
interchangeably. 





Improved Design No. 830 
Handle and Escutcheon 





Door Easy To Remove-- 
Simply Lift off Butt 





Loose Joint Half Surface 
Hinge is Easily Reversible 


The GRIFFIN Line Includes 
Many Other Popular, Econom- 
ically Priced Screen Door Sets 


RIFFIN 


anufacturing Company 


ERIE, PENNSYLVANIA 
MANUFACTURERS 


Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113° Purcnase Sr. 
CHICAGO: 162 N. CLINTON Sr. SAN FRANCISCO: 703 Marker Sr. 

















AY GARVIN, bookkeep- 
M er for the Marvin Hard- 

ware Company, was 
busily engaged checking over the 
sales of the preceding day. That 
something was troubling her was 
evident in the serious expression 
which had temporarily replaced 
her usual happy smile. “Why 
all the glumness?” Charlie Han- 
son inquired as he stopped at the 
office to get a new sales pad. 
“Has some one been talking de- 
pression to you again?” 

“No,” said May. “It isn’t 
that, Charlie, but it does have 
something to do with the busi- 
ness. I think I’ve got a matter 
for us to talk over at the next 
store meeting. You know it’s my 
turn to preside.” “Gee, is that 
all that’s bothering you?” said 
Charlie banteringly. “I thought 
perhaps one of 
Van’s old flames 
had hit town.” 
“Don’t be fool- 
ish,” May re- 





MAY GARVIN 


Marvin’s Store 


preliminaries. “The meeting 
will please come to order,” she 
announced, then plunged into her 
subject. “Boys,” she said im- 
pressively, “this store is selling 
more items than at any time in 
its history, but the cash volume 
does not compare with the num- 
ber of items sold. I have checked 
over the sales slips of several 
weeks’ business, and I’m im- 
pressed with the fact that the 
bulk of our sales are on small 
items. Also the individual sales 
are low—a big proportion of the 
individual sales slips cover only 
one small item. Meanwhile the 
margins on the items are so low 
that I’m afraid Mr. Marvin is 
going to be disappointed in his 
profits at the end of the year. 
“The incident which called my 
attention to this matter occurred 
Monday. Mr. 
Whitman came 
in to pay his 
bill, and as he 
was leaving, he 
said, ‘Say, are 


plied, “this is * i 
serious. Now Meetings you people go- 
run along and ing out of the 
do your selling. hardware _ busi- 
I’m busy.” The Boys Get a Tip from the Bookkeeper ness?? ‘Why, 
For several and Decide to Change Their Sales Tactics no, I said, 
days thereafter ‘what makes you 
May _ systemat- ask that ques- 
ically checked over the sales By LLEW S. SOULE tion?’ ‘Well,’ he replied 


slips, making frequent notations 
of figures and items. When the 
time arrived for the weekly 
Marvin store meeting, she felt 
that she had her subject well 
in hand. “I won’t have to 
handle it all myself ether,” she 
confided to Van Davis. “Mr. 
Marvin is going to help out, and 
I know I can depend upon some 
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assistance from you.” “I think 
you'll have them all talking,” 
Van responded. “If not, I’m 
mistaken in my estimate of the 
gang. They’re all here now, so 
you might as well get started.” 

May wasted little time in 


‘you’ve been out of several hard- 
ware items I wanted recently, and 
it struck me that the place was 
beginning to look like a big 
‘Racket Store.’ ” 

Charlie Hanson was on his 
feet instantly. “We've been try- 
ing to offset the impression that 


we are high priced,” he said, 
(Continued on page 56) 
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NOT ONLY BRIGHT COLORS— 
BUT QUIET COLORS—AND 


WHITE 





In spite of interest in bright-color kitchenware— 
many women still prefer subdued tones—and white. 
' It’s good policy to keep Vollrath white and quiet- 
color ware, as well as the gayer Vollrath utensils, 
on open counters. Then you give them full chance 
to please every taste. They are all sparkling ware. 
So smooth and glossy, they please the eye at once. 
Examination proves them to be without seams or 
rivets. All their corners, handles, rims, are seen to 
be rounded . . . so that the natural surmise is, ‘“These 
must be the easiest utensils possible to wash.’ And 





they are! 

To the question, ‘‘Will they wear?’’ you can give 
definite answer. Vollrath utensils last for years with 
ordinary care, while their sparkling beauty invites 
extraordinary care! They are unusually hard, un- 
usually thick and lustrous. They cannot become 
dented and their handles cannot work loose. They 
are made by fusing three coats of enamel, each at 
1800° F., to a base of steel. 

Keep a full Vollrath assortment in all the 
interesting colors, where they can 
be seen, picked up, examined. 





THE VOLLRATH COMPANY 


SHEBOYGAN, WISCONSIN This label identifies 
genuine Vollrath 


Established 1874 Ware 





NEW 
PRACTICAL 
DIFFERENT 


A 
MINIATURE 
LAWN MOWER 
THAT WILL 
BRING IN 
SALES 

















Here’s a brand new Blair product with a univer- 
sal appeal—a practical miniature lawn mower. 
It’s not a toy made for looks only but a faithful 
small edition of the famous Blair—made of 
quality materials, operating on the scientific, 
clean shearing Drawcut principle of grass cutting 
used in Blair mowers exclusively. 


Everybody will want to look at the Blair Junior. 
Display it early. Put it in your window and 
pull lawn mower sales inside. The Blair Junior 
is designed particularly for the boy or girl who 
can’t handle even the smallest mower of the 
conventional type. The kids will get a great 
kick out of this new mower and in addition be 
taught to do useful work. 


FOR ADULTS TOO 


The Blair Junior is a handy mower for the adult 
to use on steep banks or for cutting narrow 
strips of grass). SPECIFICATIONS are as fol- 
lows—seven inch wheels, three drawcut blades, 
self-adjusting ball bearings and an eight-inch 
cut, designed to sell,for a low price. 


THE 1932 BLAIR LINE 


Two new mowers—the KANTBREAK and the 
YANKEE CLIPPER have been added to the 
Blair line for 1932. This undoubtedly makes 
the Green Blair label cover a line of hand oper- 
ated lawn mowers suitable for all classes of trade 
and able to meet every demand including models 
with which to meet price competition. Write 
for quotations and circular today. 


BLAIR MANUFACTURING COMPANY 


Established 1879 


SPRINGFIELD MASSACHUSETTS 














BLAIR Draweut 
LAWN MOoOweERS 























Vollrath Ware 
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(Continued from page 54) 


“and the number of items sold 
shows that we are doing it. Be- 
sides people are naturally buy- 
ing the low priced items now.” 

“Tf that’s so,” Van interjected, 
“how do you account for the big 
general increase in electrical re- 
frigeration sales? Electric re- 
frigerators can hardly be classed 
as necessities, and they certainly 
are not low priced items. I think 
it is all a matter of selling. Of 
course we must keep people 
thinking that our prices are right, 
but I think we can do so by spot- 
ting our outstanding values so 
that there will be at least one for 
each table battery, without shift- 
ing so much of our stock to small 
low priced items.” 


Price Atmosphere 


“Perhaps you're right,” said 
Charlie thoughtfully, “We can 
create a price atmosphere by 
spotting the things you refer to, 
and using tall card holders to 
carry attractive ‘Bargain’ cards. 
A little study applied to location 
of the outstanding values would 
also help direct store traffic to 
the different parts of the store.” 

“It strikes me,” said Bill Hig- 
gins, “that there are two kinds 
of selling—personal and auto- 
matic. The automatic kind is 
where we let arrangement, dis- 
play and card signs make the 
sales. It should be applied to 
all the low priced items. We 
can’t afford to put sales effort 
behind items which should sell 
themselves.” 

“Bill has hit the keynote,” 
said Mr. Marvin. “I won’t men- 
tion any names, but I have no- 
ticed several of our salesmen 
actually trying to sell 10-cent 
items through personal effort. 
Our chain competitors specialize 
on such items, and have their 
stores geared to 10 cent sales. 
They get more people into their 
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store than we can ever hope to 
bring into a hardware store. Now, 
since their selling is of the auto- 
matic kind, they employ low 
priced help. We must depend 
on personal selling of items of 
higher unit value, which carry 
greater margins. Unless we can 
increase our sales of profitable 
items we will eventually have to 
adopt the chain store basis of 
wages, and none of us want that.” 


Extra Sales 


“Our greatest fault seems to 
be that we don’t get enough ‘ad- 
ditional’ or ‘extra’ sales,” said 
May Garvin. “We let the cus- 
tomer walk out with one item, 
and thus defeat our aim in hav- 
ing attractively priced small 
items. An extra sale adds very 
little to the cost of serving a cus- 
tomer, and therefore swells the 
profits. If we could get an extra 
sale in just 25 per cent of our 
customer contacts, it would bring 
in a profit that would surprise 
us.” 

“T agree with May,” said Jim 
Daley, “‘and I think it would 
help a lot if we arranged the 
goods so that the things which 
naturally sell together, are dis- 
played together. We’ve got some 
small cans of paint on one table, 
and none of our good brushes 
are even near it. Naturally the 
customer picks up a cheap one 
if he buys any. When any one 
picks up one of those small cans 
of paint, a salesman ought to 
suggest a good brush. He should 
tell him why he needs a good 
one, because it does a better job, 
spreads the paint evenly, and 
doesn’t shed bristles. He should 
talk the economy of a good 
brush, and tell him how to clean 
it and have it in readiness for 
the next job. The same prin- 
ciple would work on most of the 
things we have for sale. Van 
does it, because I saw him sell a 
waffle iron to a woman who only 


came in to get a cord for her 
electric iron.” 

“Thanks Jim,” said Van, “I 
do try to make sales that way. 
Now your mention of the wafile 
iron gives me an idea. Why not 
have our salesmen ask all adult 
customers who come in, if they 
have seen our new line of elec- 
trical appliances? There are 
several novelties that will inter- 
est almost any one. Let’s do it 
for a week and have May keep a 
check on‘ the sales as compared 
to our regular sales.” “I like 
that suggestion,” said Mr. Mar- 
vin emphatically. “We will try 
it. Also,” he went, “I like 
the idea of suggesting extra 
items, so long as we make sen- 
sible suggestions. Extra sales 
can only come from our suggest- 
ing them, and no customer will 
resent a logical suggestion if we 
show-a. desire to be of service 
and not just an eagerness to sell 
more goods.” 


Eddie In Again! 


“Can I make a suggestion Mr. 
Marvin?” said Eddie Scanlon 
eagerly. “Certainly” was the 
reply. “We want your sugges- 
tions.” “Well,” said Eddie, “It 
looks like our job is to sell big- 
ger items. Why not have a dis- 
play of ranges near the kitchen 
wares, a washer near the table 
where we show patent clothes 
pins, and move one of those 
tables of low priced tools over in 


‘front of the regular tool section.” 


“That’s one of the best ideas 
yet,” said Mr. Marvin. “The 
committee can arrange that. Now 
I have an idea. I think Eddie 
should be given an opportunity 
to try his hand at selling. Can 
you arrange your work so that 
you can wait on customers at 
least one or two afternoons a 
week?” “You bet I can,” said 
the boy earnestly. “All right,” 
said Mr. Marvin, “‘start in on it 

(Continued on page 58) 
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Display a Grass Catcher 
with Every Lawn Mower 








What People Don’t See 
They Don’t Buy 


Make two sales grow where only one grew 
before! When arranging your spring dis- 
play show every lawn mower with a 
*“‘Nox-All” Grass Catcher attached. It’s 
easy to sell a catcher to gardeners and 
home owners if you draw attention to this 
very necessary item when they are think- 


ing about the care of lawns. 
“Nox-All” Grass Catchers are distributed to the trade 
exclusively through hardware jobbers. Full infor- 
mation supplied direct on request. 


Made Only by 


CANVAS PRODUCTS CO. 
1240 South 7th St., St. Louis, Mo. 


Pacific Coast Representative 
E, C. WARD COQ. 
452 Wilcox Bldg., Los Angeles, Cal. 


"Nox- Gt” GRASS CATCHERS 
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SHERMAN 


Portable Spray Heads 











THE Most Profitable and 
Important Item in the Field 


Because— 


They create extra sales of both Hose 
and Fittings as your customers will 
need extra coupling equipment to di- 
vide their old hose—and many will 
need new hose to extend the “system”. 


All Brass 


They require no adjusting, will not tip 
over, conserve water volume on normal 
pressure and are attractively finished. 


The Best Made and Best Known 


of All Spray Heads— 


Nationally Advertised 
Most, Easily Sold 
Sold by Jobber 





Made Only With 
¥%,” Hose Thread 


Sold through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek 


Michigan 




















next week. If it works out as I 
think it will, you will find an in- 
crease in your pay envelope.” 

“Eddie’s suggestion is a good 
one,” said Charlie Hanson, “‘but 
we are not going to sell many big 
items by just showing them along 
side of companion articles. Most 
sales of that kind come from fol- 
lowing up leads. We've got to 
develop some prospects, and 
May as well as Jim can help us 
do it. May has a fine chance to 
get information by talking with 
those who call at the office. Jim 
has a still better chance as he 
gets inside so many homes.” 

“T have turned in a lot of 
leads,” Jim Daley protested, 
“but mighty few of them were 
ever followed up for sales. I 
told Charlie about a chance to 
sell a gas range over a week ago, 
and today I found out that some 
one else had sold the woman 
one.” 

Charlie flushed, but acknowl- 
edged the fact. “You did,” he 
said, “and I’m ashamed to say I 
absolutely forgot it. What we 
need is for each of us to carry a 
prospect book. The trouble is 
that we try to carry all our pros- 
pect information in our heads. 
Then we get busy and forget to 
use it when we should.” 

“T’ll see that you each get a 
note bock for that purpose,” said 
Mr. Marvin, “but I warn you 
that even a note book full of 
prospects won’t help you unless 
you use it at every opportunity. 
We are all inclined to think that 
one attempt to sell the prospect 
is enough. As a matter of fact, 
I understand that most items 
which run into money are sold 
after the customer has been ap- 
proached on the subject three or 
four times. Anyhow,” he added, 
“we have accomplished a lot at 
this meeting—about all we can 
digest at one time. I move that 
we adjourn to the lunch room.” 

“May,” said Van admiringly, 
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as they prepared to leave, 
“You’re a wonder. Somehow 
you always seem able to stir up 
a real meeting.” “Thank you, 
Van” she replied. “I want to. 
Wherever possible, I want to 
help make this business success- 
ful.” Also,” she added wistfully, 
“TI want to help you. It won’t 
be long until you will be man- 
ager of the branch store. Then I 


hope it won’t be many years un- 
til you either have a store of your 
own, or a partnership with Mr. 
Marvin.” “That’s sweet of you, 
dear,” Van replied tenderly. 
“I’m glad you think so,” said 
May, “but I’m not entirely un- 
selfish, Van”—then she smiled 
roguishly and added: “I don’t 
want to be a bookkeeper all my 
life.” 





Lam ps— Coninued from page 32) 


to his doing the work, and which 
also agreed to pay for any lamps 
charged up against the boy which 
might turn up missing. After 
meeting this requirement the boy 
was then given a letter which 
identified him as an accredited 
lamp representative of the store. 
The boys were paid 10 per cent 
commission on sales, with a 
bonus of quite a fancy note book 
to all who sold 25 cartons and a 
durolite pencil to those who 
sold 50. 

H. H. Vierck declared that one 
of the substantial profits from the 
idea is the fact that it has de- 
veloped some reliable and effi- 
cient junior salesmen for the 
store. He has already utilized 
them successfully in other selling 
activities and plans to develop 
them into a permanent auxiliary 
salesforce. 

Of course, this simple sales 
stimulation idea was given sound 
support—window display, ask- 
’em-to-buy reminders to every pa- 
tron, advertising enclosures in 
all outgoing mail, effective 
small-size newspaper advertise- 
ments, and word-to-ear publicity 
among women’s clubs and church 
organizations. 

A big factor was the window 
display. Fourteen cases of lamps 
were dumped into a small win- 


dow. Nobody in Rockford had 
ever seen so many lamps in one 
bunch. There were 1680 lamps 
in the lot and they became the 
talk of the town, and received 
newspaper mention. People re- 
ferred to the Vierck corner as 
“the store with the lamps in the 
window.”  Passersby who had 
not the slightest notion of buying 
anything came in and asked how 
many lamps were there; some 
suggested that the store should 
conduct a guessing contest on the 
number of lamps, and—most im- 
portant—the majority made a 
purchase or two. Mr. Vierck 
says the window brought hun- 
dreds of people into the store 
who had néver been in it before 
and that a large percentage of 
those attracted were women. The 
display remained in the window 
for five weeks, only the back- 
ground being changed, and as 
nearly as anyone could tell it was 
attracting as much attention on 
the last day as it did on the first. 
Mr. Vierck’s experience dem- 
onstrates in striking fashion that 
the essential merchandising prin- 
ciples of asking customers to 
buy, good window display, and 
proper interior arrangement, will 
always sell merchandise, and that 
even in difficult times business is 
largely what one makes it. 
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They Protect the Floor 
As Well As 


Your Profits 


“ACMES” are popular with customers because 
they protect any floor, or floor covering. 
* ACMES” are popular with dealers, because they 
make and protect profits. 

















These casters have the modern ball 
bearing feature. They roll smooth- 
ly and quietly in any direction. 
Every customer is a logical pros- 
pect. Just roll an “acme” on the 
counter. Show how smoothly they 
roll. A demonstration means a 
sale. “ACMES” are a profitable line. 


THE SCHATZ 
MANUFACTURING CO. 
POUGHKEEPSIE, N. Y. 


o 


6 A>. 
Modern Casi 


Send for Samples, = 
Quotations and Complete @ ti 
Information 






ON BALL BEARIA 
yi 











MARCH 31, 1932 


Theres a whole dimes 
difference between 
this and this 


a. 
and in 1932 
10° counts 


We're getting down to bed rock. Home canning 
—a good old-fashioned way to save money—boomed 
last year. It’s going over bigger in 1932 for the 
same good reason. 

CONSERVO is the biggest home canning value. 
Has been for twenty years! CONSERVO has the 
biggest sale of any steam canner. And this year 
the price is cut. 

Stock up and feature CONSERVO now. See 
your jobber right away. 


CONSERVO 

















Have you seen WUPEE the electric worm getter— 
the fisherman’s pal? Gets worms out of the ground 
by electricity. List price $1.25. 


The Swartzbaugh Mfg. Co. 
Toledo, Ohio 


Manufacturers of Everhot Electric Cookers, Sandwich Toasters, 
Electric Air Conditioners and many other useful appliances for 
home, office and institution. 
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SALES 


It’s a complete line—from 
$4.25 to $30.00 list—Induction 
and Universal motors. You don’t 
depend upon one or two fans 
to satisfy your customers. You 
really can sell them what they 
want in the Signal line of fans. 
There’s a fan to meet practically 
every requirement — and at a 
=. price the customer will pay. 

, \ Those shown here are only five 
of the complete line. 


Sion oscilla- 
Bin 12”. 






an 
: ils Wa \-- 
opm My 


ar a) 



















Every fan from the smallest 
(6¥2” non-oscillator) to the 
largest (16” oscillator) is a 
quality fan — made of highest 
grade material with expert work- 
manship—fans you really can 
back up. 


Your jobber has the complete 
Signal line. Ask him to show 
you these quality, depend- 
able and rightly priced fans. 
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| controlled flame. 





Rodale Rubber 
Force Cap 


With a threaded top. For use 
with a threaded handle, which 
makes a force pump. Made of fine 
quality, non-blooming, red rubber. 
Rodale Mfg. Co., Inc., Emaus, Pa. 


© mom -Acine 


4 


$ 
2 
noors 





All Metal Lawn 
Mower Handle 


Is finished in royal blue with white striping. 
Forty inches long, designed for a stock han- 
dle, ready to fit customer’s machine. Tongue 
made from rectangular tubing, size 1144 by 
15% in. Tongue welded to cross handle. Lower 
end of tongue has wood insert four inches 
long to keep tube from squeezing when bolted 
to braces of lawn mower. Suggested retail 
selling price, $1.25 each. Dealers cost, lots of 
12, 65c. each, lots of 50, 60c. each. Gracey 
Mfg. Co., 179 Mettler St., Toledo, Ohio. 


Beco-Lator Drip 
Coffee Maker 


Finished with three coats of 
pure porcelain enamel, with no 
seams, or corners to collect 
grounds or rancid matter, says 
The Bellaire Enamel Co., Bel- 
laire, Ohio. The maker states 
that no bare metal touches the 
coffee at any time, that it is stain- 
less and will retain its color and 
luster. May also be used for 
making tea. Hot water is said 





to drip at a rate of speed which automatically reduces the 
temperature of the water to the correct scientific point for 
brewing the most healthful coffee, without extracting injuri- 
Suggested retail selling price. 


ous or distasteful elements. 
about $1.69. 


Klein Gasoline Torch 


Illustrated, does away 
with the generating 
channels and prevents 
“carbon choke,” says 
Mathias Klein & Sons. 
3200 Belmont Ave., Chi- 
cago, Ill. Generating 
coil replaces channels, 
coil is really a super 
heater, intense heat 
around coil completely 
vaporizing fuel so that 
it burns as a dry gas, 
giving a hot but easily 
The 
maker states that as the 
gasoline is superheated 
and converted into gas 








| before it strikes the flame, it is impossible to blow torch out, 
| even in a gale of wind. Generating coil is easily accessible 


and can be replaced in two minutes by simply backing off 
two nuts and slipping in a new coil. Burner tip is also 


| replaceable. 
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AGOOD GRIP 


















WITH SUCTION RUBBERS 


Right now there is a big mar- 
ket for suction rubbers at all of 
the retail stores in your com- 
munity. Now, more than ever, 
dealers are realizing the impor- 
tance of “specials” hung from 
the side walls, mirrors, and win- 
dows of their stores. 





Display signs and other ob- 
jects may be easily attached to 
any glass or varnish surface by 
using these suction rubber cups. 


SEND FOR CATALOGUE. 





A complete description of the 
various sizes and types. 


The ELASTIC TIP COMPANY 


370 ATLANTIC AVE. BOSTON , MASS. 


Copper 
Bearing 


Steel Wire 


(.20% pure copper) 
gives much longer life 
to Superior Brand 
Poultry Netting. 
Holds galvanizing 
longer. Safeguards 
against peeling. Costs 
no more. 


At Your Jobber 


G. F. Wright Steel’ 
& Wire Co, 


Worcester, Mass. 


SUPERIOR 








6¢ 4 > D 
The “Premier 
Ball-bearing—Adjustable Tension 





Quality and Durability 

“Premier” Spring Hinges may be sold on 
their Quality and Durability without hesitation 
or reservation. 

The design and construction of bearings has 
been given careful attention and many years 
of use on thousands of doors has proven their 
quality. 

An added feature of importance is the sim- 
plicity of application which requires only a 
rectangular mortise cut in the lower corner of 
the door. This means reduced labor costs. 


Send for Catalogue H-47. 


Chicago Sprina Hingy Comnang, 
CHICAGO NEW YORK 
U. S.A. 














Out of sight—odorless—cannot be 
upset—contents cannot freeze or 
ferment — sanitary — quickly and 
easily installed without expense .. . 
these are a few of the reasons why 
hardware dealers are _ increasing 
their Can profits through the sale 
of WITT Concealed Garbage Cans. 


Guaranteed for ten years. The 
only hot-dip galvanized under- 
ground can on the market. Write 
NOW for details and _ interesting 
prices. 


THE WITT CORNICE CO. 


2114 Winchell Ave. Cincinnati, Ohio 
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du Pont Offers 
Liquid Wax Polish 

Described as a wax emulsion and not a 
mixture of wax with a volatile vehicle. 
Appearance similar to mayonnaise or salad 
dressing, being very light in color and 
having the consistency of a creamy semi- 
paste. Because of the complete emulsifi- 
cation of the wax, it does not settle as is 
usual with liquid wax, says E. I. du Pont 
de Nemours & Co., Inc., Paint Dept., Phila- 
delphia, Pa. Other advantages according 
to the maker are; adaptability for use on 
light and delicate finishes and white enamel, ease of polish- 
ing, due to the absence of “drag” and the fact that it is 
necessary to allow the wax to stand only a short time before 
polishing. 


™ 
rae 


LIQUID 


EASY POLISH NGad 








Camillus Cutlery Co. George Washington Knife 


Is a miniature of the original knife given by his mother to 
George Washington, when he was eleven years of age. The 
original is on display in the Masonic Lodge at Alexandria, 
Va. Pyralin has been used for the handle, which has a 








reproduction of Washington’s signature. Suggested retail 
selling price 25c. Dealer cost $2.00 per dozen. Knife is 
wrapped in transparent wrapper with historical data about 
the knife. Camillus Cutlery Co., 1239 Broadway, New York 
City. 





Blair Junior 
Lawn Mower 


Is a regular mower but 
of smaller dimensions. Al- 
though particularly useful 
for boys and girls it is said 
to be thoroughly practical. 
Useful on narrow strips of 
grass and steep banks. Made 
the same way and from the 
same kind of materials as other Blair mowers. Operates on 
the Blair Drawcut principle and will cut the grass cleanly 
and smoothly, says Blair Mfg. Co., Springfield, Mass. Specifi- 
cations: seven inch wheels, three Drawcut blades, self-ad- 
justed ball bearings, eight inch cut. Dealer cost $3. 








No. 560 “Pony” Steel 
Bar Clamp Fixture 


Is a quick action clamp, 
with deep throat or “reach,” 
and of “sliding head-fixed 
foot” type. Multiple Disc clutch grips bar automatically and 
is easily released by finger grips, conveniently located, making 
all adjustments instantaneous. Deep throat makes clamp 
suitable for many jobs where other types cannot be used and 
is desirable on very long clamps, says Adjustable Clamp Co., 
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417 N. Ashland Ave., Chicago, Ill. Head may be set at any 
position radially around the bar, as well as at any point along 
it. Available in a variety of lengths, or fixtures only can be 
had and mounted by user on any length of %4 in. U.S. or 
British pipe having regular pipe threads. No machine-work 
or tools required to assemble clamp, nor to change from one 
length of pipe to another. Extra-heavy pipe recommended 
for use with these fixtures, but fixtures will operate on any 
grade of pipe, says the maker. Black pipe works better than 
galvanized. Castings of malleable iron enameled in orange 
color. Cold drawn steel screws, with heavy square thread 
and ball and socket swivel. Center of screws 21 in. from edge 
of bar. Clutch rings are of hardened steel, easily reversible 
or renewable. 





Laundry Queen 
Washing Machine ‘ 
Spin-Dry, listing at $109.50, with 
Laundry Queen equipment has a new 
simple spinner-extractor dryer in place 
of the customary wringer. Finished 
in two attractive shades of blue. Regal 
model, listing at $59.50 is an improve- 
ment over the 1931 model of the same 
name, with Lovell wringer, balloon 
wringer rolls, full capacity porcelain 
tub, large four blade submerged agi- 
tator, direct drive, Durex oil-less bush- 
ings on all moving parts, 14 h.p. West- 
ing house electric motor, four strong channel steel legs with 
heavy double guards. Finished in Nile green enamel with 
mottled green porcelain tub. -Monarch, listing at $69.50, 
has special Lovell wringer with balloon wringer rolls with 
safety hand rest, large four blade submerged agitator and 
silent drive. Finished in Nile green with mottled green por- 
celain tub. De Luxe model, listing at $79.50, has Lovell 
wringer with oversized balloon rolls, latest hand rest and 
safety features. Metal parts chrome plated or enameled in 
blue. Porcelain tub finished in mottled blue of shade lighter 
than blue of base. Grinnell Washing Machine Corp., Grinnell, 
Iowa. 





Ideal Lawnmower 
Sharpener 


Grinds all makes 
of hand lawnmowers 
with blades up to 25 
inches wide, without 
dismantling mower. 
Frame of heavy cast 
iron, well braced, 
strong and rigid. 
Feedweight slides 
grinding wheel along 
main shaft at exactly 
correct speed for grinding thick or thin reel knives, producing 
proper bevel or clearance and perfect contact with straight 
blade, says The Fate-Root-Heath Co., Plymouth, Ohio. 
Equipped with reconditioner attachment for reconditioning 
slightly dull mowers with grinding compound. Fully guar- 
anteed against defects for one year. Cost No. 130, $110, with 
1/3 hp. motor, A. C., 60 cycle, 115-230 volt induction-repul- 
sion type, circuit breaker, remote control switch, 10 ft. cord 
and plug. Attachment No. 150, cost $10, for grinding straight 
blades that are badly worn, “wavy” or uneven. Skate grind- 
ing attachment No. 160, grinds all makes of skates concave, 
including hockey skates with shoes attached. Sharpener also 
available without reconditioner attachment No. 120, cost 
$100.00. No. 105 with reconditioner attachment and tight 
and loose pulleys, for attaching to line shaft, $80.00. 
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It’s poor business 


To let your trade die a natural death! The direct-to- 
home contact provided by the Bunting program keeps 
your customer list active. Twelve hundred retail 
stores now applying it can’t all be wrong. It is one 
form of merchandising which dealers have not 
dropped during the depression. 


Information awaits your inquiry. 


THE BUNTING SYSTEM 
NORTH CHICAGO, ILLINOIS 





S) 
(A EXX Me OLAS) 


are 
the BEST 


LANDON P. SMITH, Inc., IRVINGTON,N.J. 








NOTICE 


April 14th Issue: Be sure to see our 
2-page ad and send for your copy of 
“The Big 3—and Profits for me”... 


Why not let us send it now? 


FLORENCE STOVE CoO. 
GARDNER, MASS. 
Manufacturers of Oil Ranges, Ovens, Space Heaters, 
Range Burners—Gas Ranges and Electric Ranges 


THE NEW 
FAST SELLING 


PACKAGED NAILS 


No weighing—no loss in selling as 
with bulk nails, your customers 
get more and better nails to the 
pound. No scales, paper bags, or 
twine needed. Clean and easy to 
handle. The convenient way to 
handle nails for you and your cus- 
tomers. 








Handsome wT stand provided for dealer. Holds 
assortment 140-5 1b. cartons. Orcupies small 
spa te instant attention—creates rapid turn- 
over. r further information, write direct to 


NORTHWESTERN BARB WIRE CO, 
STERLING Since 1879 = ILLINOIS 




















There's Always a 
READY MARKET 


for 
HOUSE FURNISHINGS 


Housefurnishings judi- 
ciously merchandised 
carry a neat profit. This 
steady income acts asa bal- 
ance for seasonable items. 
Furthermore, Housefur- 
nishings play a large part 
in inducing women to pat- 
ronize the neighborhood 
hardware store instead of 
department stores. 

Read the editorial and 
advertising pages of Hard- 
ware Age and keep posted 
on this line. 


Hardware Age 


239 W. 39th St. N. Y.C. 















NOW— * PUSH-PINS 
They sell fast HANG cues 
\ 


Our new small 
Counter Displays of 


Moore 


Push-Pins 


or 
Push-less Hangers 


have brought continuous sales to 
thousands of dealers. 





Hold one Dozen Packets each. 
Ask your Jobber for Style “C”’ Displays today. 


MOORE PUSH-PIN CO., Philadelphia, Pa. 








Good Management 


is merely the transmission 
of the intentions and pur- 
poses of the management 
through the staff to the 
customers. 
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INDEX TO ADVERTISERS 











a. 








THE ADVERTISERS 


INDEX is published as a convenience and not as a part of the advertising contract. 


No allowance will be made for errors or failure to insert. 


Every care will be taken to index correctly. 
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CLASSIFIED OPPORTUNITIES 


Samples oy merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not be addressed to box numbers. 





HELP WANTED 


Set Solid, Minimum of Five Limes......eeeeeecesseesrssscece 


l-Inch Box Display.......eseeeeeseseeeesees 
Four Consecutive Insertions, 10 Per Cent Discount 





ACTIVE SALESMAN wanted for Eastern Mass. Also man for State 
of Maine. Must know better class of trade and show us best of references 
first letter. Commission basis. Splendid opportunity. Address Box J-740, 
care of HArDWarE AGE, New York City. 


POSITIONS WANTED 
Special Rate, One Cent a Word; Minimum Fifty Words 
Advertisements from loyed d free of charge; inserted in two 
consecutively weekly issues. All replies 
will be 








. Box number address may be used. 
‘orwarded by us post paid. 








General Sales Manager 


An executive, analytical and with a successful record 
for producing profits from both national and foreign 
markets. 

American, age 40, married, speaks Spanish and 
Portuguese. Knows the practical application of 
economic research, sales and market analyses, having 
made such studies for several nationally known hard- 
ware manufacturers. 

Has wide personal acquaintance among jobbers and 
dealers of hardware, mill supplies, plants, auto 
accessorieis, shoe findings, industrial plants, rail- 
roads, mail order and chain stores. 

A personal interview may develop some new ideas on 
your present-day marketing problems. Am free to 
go anywhere. 


Address Box No. J-718 care 
HARDWARE AGE, NEW YORK CITY 














HARDWARE EXECUTIVE—Efficiency expert, manager or salesman 
with unusual retail and wholesale experience in hardware and all of its 
kindred lines and implements, also, Marine, Electrical, Plumbers and 
Fitters supplies. I am married with family, Protestant, sober, saving and 
industrious. Wish to connect with live institution with opporunity for 
advancement and investment, if found worthy. Salary is secondary. Have 
best of credentials as to ability, willingness to work and integrity. Will 
guarantee results on right side of ledger, if in charge. Service available 
April 1st, anywhere but prefer north central west. Address 
Box J-735, care of Harpware Ace, New York City. 


HARDWARE CLERK—Young man, 28 years of age, with 6 years’ 
experience as retail hardware clerk and 2 years in wholesale and retail 
saint store, wishes position. Have chauffeur’s license and handy with tools. 
Would consider position out of New York. Salary secondary to opportunity. 
Address Box J-682, care of HARDWARE 


Let’s go. 





Possess best desired references. 
Ace, New York City. 


HARDWARE MAN experienced as Order Clerk, Traffic Manager, 
Accountant, Production Manager and Salesman. Would consider position 
in any of above capacities. Fully capable of assuming Managerial Position. 
Have been associated with one firm for fifteen years. Can furnish very 
best of references. Address Box J-738, care of HArpwAre Ace, New 


York City. 


WAREHOUSE MANAGER—Department Head, 39, married, indus- 
trious, tactful, dependable, understands Heavy Hardware, Wire Fencing, 
Building Material, Supply Lines. Long experience supervising Receiving, 
Stock, Order Filling and Shipping Departments. Best references. Prefer 
an Sy rom district. Address Box J-737, care of Harpware AGE, New 

or ity. 


RETAIL HARDWARE MAN with twenty years’ experience in both 
retail and wholesale hardware business, sporting goods, paint and household 
supplies. Forty years of age, sober and industrious. Capable of taking 
charge and handling men. Can furnish first class references. Free to go 
anywhere. Middle West or South preferred. Address Box J-603, care 
of Harpware Ace, New York City. 











POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 
Advertisements from ployed pted free of charge; inserted in twe 
consecutively weekly issues. Box number address may be used. All replies 

will be forwarded by us post paid. 

POSITION WANTED—Retail hardware man, single, 33 years old, of 
10 years’ experience, desires connection with a reputable firm. Has a 
wide knowledge of tools, shelf hardware, paint, cutlery, china and glass- 
ware, and formerly buyer for house furnishing department of a city 
store. Willing worker. College graduate. Best of credentials. Address 
Box J-734, care of HArpware AGE, New York City. 











EXPERIENCED hardware man, age 32, married. Three years retail 
experience, traveled for seven years in central and northern New York 
State for large jobber and two years for large manufacturer in western 
New York State. Now located in western New York, but willing to go 
anywhere. Best references. Address Box J-741, care of HARDWARE AGE, 
New York City. 





SALESMAN-~—Has enviable connections with housefurnisShing and elec- 
trical departments of department stores, jobbers, etc., desires to connect 
with a reliable house. Fully acquainted with all buyers in the electrical! 
field throughout the country. First class specialty man and would be will- 
ing to take agency for a good selling line. Address Box J-745, care ot 
Harpware AGE, New York City. 

HARDWARE MAN, age 31, married, free to go anywhere in mid-west 
Have had five years’ experience, two years as clerk and three years as 
manager of large store. Also have had six vears in paint and glass busi- 
ness. Also all-around glazier. Address Box J-746, care of HARDWARE 
Ace, New York City. 








POSITION WANTED—Young man, 30 years of age, with 12 years 
hardware, housefurnishing and sporting goods experience, desires position 
as floor salesman with reputable firm, salary moderate, will consider 
traveling, willing to go any part of United States, have experience in retail 
as well as wholesale, can furnish best of references. Address Box J-743. 
care of Harpware Ace, New York City. 

WANTED—Position as purchasing agent, superintendent or salesman 
with manufacturer or jobber by man with 31 years of experience with 
lawn mower manufacturer and allied industries. Married, can furnish 
best of references as to character and ability. Address Box J-634, care 
of Harpware AGE, New York City. 

POSITION WANTED—Missionary and Salesman—15 years in hard- 
ware, paint and fertilizer lines. Small salary and commission. Address 
Box J-744, care of HARDWARE AGE, New York City. 


BUSINESS OPPORTUNITIES 


Set Solid, Minimum of Five Lines..........sseescecececceees 
Re EE ID Doe dieccnaas cancci'es4batgacseesee 
Four Consecutive Insertions, 10 Per Cent Discount 

















$3.00 
$5.00 





_ EXCELLENT opportunity for small popular priced hardware and house 
furnishing store. C. C. SIMPSON & CO., Ridgewood, N. J. 





SALES REPRESENTATIVES WANTED 
Set Solid, Minimum of Five Limes........2++0+2++5 
Re BO Pc nceccccdscceneccccscee 


Four Consecutive Insertions, 10 Per Cent Discount 





SALESMEN WANTED with established retail cutlery, hardware, drug 
and department store trade, to carry side line of highest quality razo1 


blades. Straight commission basis. Full credit on repeat business. State 
age, experience, companies represented and actual territory covered. Only 
those whose reputation can be thoroughly examined need apply. Address 


A. HIDDE, P. O. Box 647, C. H. Station, New York City. 





in Sang omg b semagg «Pra PO pine t agg Pensertvame 
ew York, Michigan, Indiana. Sideline commission. res IT 
FIBRE COMPANY. 82 South Street. New York City. : 


SALES ACCOUNTS WANTED 


Set Solid, Minimum of Five Limes.......6ssecceseseees 





ceccee 898.00 











Beime Batt DOE: 66s ccccccccccceteddbedcisccecccccccoess | =GOCO 
Four Consecutive Insertions, 10 Per Cent Discount 
MR. MANUFACTURER 
Can you afford to cover N. E. properly with your own men? 


Several large factories find it better to place their sales here in 
our hands. The coverage is better and their costs less. Our men 
contact the best trade only,—Jobber, Large Retail and Dept. Store. 
We have showroom and warehouse. Write us today—let’s go into 
this matter. 


Address Box J-739, c/o HARDWARE AGE, N. Y. City 








POSITION WANTED—Young man with very thorough training in 
wholesale, retail business. Past eight years selling in retail hardware, 
housefurnishing and paint stores. Experienced with windows, displays, 
keys and lIdck repairs. Pricing, care of stock, etc. Reasonable salary ex- 
pected, Christian, age 35, single. References furnished. New York and 
vicinity preferred. Address Box J-742, care of Harpware Ace, New York 


City. 


EXPERIENCED HARDWARE AND SPORTING GOODS SALES- 
AN seeks connection. Fifteen og od experience New England and the 
Middle West. Well and favorably known to the trade and can furnish 
Ge pest of references. Address Box J-710, care of Harpware Acz, New 
ork City. 


POSITION WANTED—Young married man, age 40, having 20 years’ 
experience in the retail housefurnishing line wishes position. Willing to 
go anywhere, a real live wire salesman. Can furnish best of business 
reference. Address Box J-732, care of HarDWARE AGE, New York City. 








MARCH 31, 1932 








Sales Representative With Office and Sales Staff 


located in New York City can cover thoroughly Eastern 
territory. Capable of handling electrical goods and gen- 
eral hardware. Will invest moderate capital if proposition 
warrants. Address Box J-722, c/o Hardware Age, New 
York City. ; 














WE NEED one more good line for Hardware and Electric Jobbing and 
Retail Trade for the Eastern Seaboard. Now representing one of the larg- 
est manufacturers of Electric Fans and Ventilators in the country. Wide 
acquaintance with Electric, Hardware and Department Store trade. Ad- 
dress JOHN E. McCRADY, 2 East 23rd Street, New York City. 


65 











and 


Famous Hill Champion Clothes Dryers Cons 


oad ae wie 


Hill Clothes Dryers have been known for over 45 years. More than 
a million housewives have found them most satisfactory. An out- 
standing seller in the big Hill line is the Hill Champion. Can be 
used on level ground or hillside. No concrete needed. Base easily 
set. Reel locks on post automatically. Revolving arms enable 
housewife to hang entire wash without stepping out of her tracks. 
Wood parts thoroughly painted. Metal parts rust-proof. Strung 
with best cotton line, 3 sizes to hold 100, 115 and 150 ft. of line. 
Good profit. Send for folder and prices. Lightest and strongest 
made. Also manufacturers of Atlas, Spartan and Balcony Dryers. 


HILL CLOTHES DRYER CO., Inc., 40 Central St., Worcester, Mass. 


N. Y. Distribution: Herman Kornahrens, Inc., 111 Murray St. 


























No Thumb Serew to 
Tighten. No Ratchets. 


ewe || A NEW EDLUND 


BOT TLE C ue 5 CAN OPENER 


@ NATION-WIDE No. 4T-Table Attached Style $1.50 
SERVICE This latest addition to the 

__ Branch stocks in all the Edlund line of quality prod- 

~=. lnecomadl-tagg ne ceeenee ucts has many notable im- 
provements — lower priced — 

e BIGGEST biomed dard more compact — more attrac- 
Maximum sealing efficiency at low tive—and yet includes all the 
cost, uniform quality, full count. features that have made 

_ @ GREATER PROFITS Edlund-can openers and egg 
beaters the y,gue arracHED STYLE 


No complaints, no losses, 
stan 


more repeat business. More people 
buy these caps than any other Find. 
WALL ATTACHEDSIYLE ard of 
Well bracket ie made in ° . 
my be quality in 


twe parte—opencr 
removed from wall com- e 
pletely. kitchen 


utensils. A guaranteed can 
opener that is a valuable addi- 
tion to the field of kitchen 
equipment. Opens any can— 
round, square or oval — large 
or small. Cuts the top out, 
leaving an absolutely smooth, 
safe edge. Attractively packed 
in individual boxes. 


Indented Cap a Sealing 1 From Your Jobber or Direct- 


NOK AEC) , ab ~enny Baltimore M E EDLUND COMPANY 
oes ' CAPS BURLINGTON, VERMONT 































For High 
















'ORLD'S 
MAKERS 


TUBEHANKS 


AN EXCLUSIVE FEATURE OF 


ALL SILVER LAKE 
PRODUCTS 























SILVER LAKE COMPANY 
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THIS LETTER IS NOT ADDRESSED TO YOU, MR. DEALER — 
IT IS ADDRESSED TO 7 + 





Aly 28 pis 


£ 
l t +ne pes of 








Schalk Chemical Co.,357 East Second St.,Los Angeles. 
Gentlemen: I'll promise to give Double X a fair ‘trial 


in my own home but | won't promise not to tell my 
husband about it. So suppose you send the full 
pound 75c can, absolutely free, postpaid, and we'll 


see what happens. 


Name 





Residence — 


| | B , | My husband's store is located at 




















FLOOR CLEANER 


MARCH 31, 1932 








Which are ‘You 
Sel ling ? 


ERVICE—the ability to supply many items 
quickly—is not enough to win better than 
average profits in today's market. 


But—when service becomes “Selling Service” 
profitless order taking is promptly turned into 
profitable order making. 


Here is a striking example of this fact: 


There are two ways to sell fencing and other 
kindred staples. One way is to fill the order, and 
thereby render good service. The other way is to 
point out how good fencing brings about definite 
farm relief through more efficient and more 
economical farm operation—and to cooperate 
with farmers in planning their fencing require- 
ments. 





The first way is a one-time sale—one way ticket 
to profit. The second way assures many return 
trips for purchases at your store. 


This is true—because good fencing turns unpro- 

ductive acres into productive ones. It enables the 

farmer to properly rotate his crops and stock— 

thereby increasing soil fertility. It permits ‘hog- _ 

ging’ down of the corn and surplus grain crops. words—unless you take their meaning to heart—unless—you 
It reduces the cost of farm operation, and places use them to advantage by turning service into ‘‘selling service”’. 
the farmer in a position to improve his income. All aboard, then, with a ‘‘round trip” passage to prosperity! 


So that—when you sell the importance of good \ 
fencing—you not only sell the need for more Nt} WB Because of their known quality, American Steel & Wire 
a 


° ° Cc Zine Insulated Fencing, Steel Fence Posts, Poultry 
ncing—but you itil 
fe cing yo actually provide for more sales Netting, Steel Gates, Barbed Wire, Nails and Wire of all 


in the future. All of which are just sO many “3 kinds are more easily sold—more profitably merchandised. 


AMERICAN STEEL & WIRE COMPANY 


SUBSIDIARY OF UNITED Us STATES STEEL CORPORATION 
208 South La Salle Street, Chicago * ») And All Principal Cities 
Pacific Coast Distributors: Columbia Steel Company, Russ Bldg., San Francisco 
Export Distributors: United States Steel Products Company, New York 





HARDWARE 
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